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SRP.710', 6" De Luxe - 
Machinist Retail, 50c SRP 66 j 
| h | Mi iY 
Retail, 80c 6" Perfect . cavodens 
Handle 4 Retail, 20¢ 
Retail, 35 


Mé 
6" Utility 
Retail, 25¢ 2 
12" Nu-Grip 
Retail, $1.00 MCC 614 
MC . 6 Chrome 
Cabinet Plated 


} 
sis Retail, 25¢ —Rotail, 35¢ t 
12" Nu-Grip ° MCC 5! 
Retail, 80c Chrome 
Plated 
Retail, 30c 
Cc % 


MC 5, 
Cabinet Pocket Model 
Retail, 10e 


Retail, 20c 
INSIST ON IRWIN 


Batic twin. aucée on co. ACCEPT NO SUBSTITUTES! WILMINGTON, OHIO, U.S.A 


SRF 66 
6” Blade 
Retail, 9 
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This Ad Prepared by Fischer & Bambrick, Inc., Dayton, Ohio 
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AN Dawson wasn’t the kind of man 
D you would ever think capable of 
murder. He was quiet and soft-spoken, a 
chubby little man with ruddy complex- 
ion — just the sort the ladies aid would 
pick to play Santa at the Christmas 
Sunday School party. 

Back of the counter in his hardware 
and paint store, Uncle Dan, as the more 
regular customers called him, usually 
wore a broad smile, usually bestowedf: 
upon everyone who opened the ¥ 
door, everyone from Mr. Blake 
occasional visits always meant sé, 
hundred dollars worth of hardwaré 
new homes he was building, to MAHI 
Pettigrew, who was on a spending spré 
when she bought a box of carpet tacks 

But today, Dan was not smiling as he 
pored over the books of his business. No 
doubt about it, his brush business was 
as dead as a doornail. What the devil had 
he done to it ? He asked himself out loud. 

ENTERS, THE DETECTIVE 

“You’re a murderer, Dan Dawson,” a 
voice replied. 

Startled, Uncle Dan reared up, only 
to come face to face with Bob Bartlett, 
the young felloy/afhozordmarily made 
his sales talk wid woes ofa 
catalog as his 
having heard 
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Mail to THE WOOSTER BRUSH CO., WOOSTER, OHIO 
describing the Wooster 3-Point Merchandising System. 
Name.. 

Street Address. . 


City.. Pe 


The story of the 














Send me the FREE EIGHT-PAGE FOLDER illustrating and 


DEAD 


“Au right, lad, I'll confess. My brush 


2 busiress-is dead, and, by golly, I believe 
oa Han am, ** a * ° 
ZACaR responsible. Used to do a sizable 


tysiiess. But now, next to noth- 


\PS;ARE RED SPOTS 
TE 

ar: ‘Avtel every one of them 
into that ledger you’ve been 
Dan. 

‘“T don’t see any spots.” 
Dead space here onthe wall where 
counter, where many brushes should be 


SA; - . 
ares dead? spots, whispered the 
a be . 
2 with ted... red ink that has 
. are 
looking at.” 
“Where?” questioned Uncle 
“Look again, Uncle,” answered the 
amateur detective. “Number One — 
brushes could be displayed and sold; 
Number Two — Dead space here on the 
sold simply by the power of suggestion; 
Number Three — Dead space here on 


1 ,, your table top display, where you have 
4/44), brushes, but so surrounded by every- 
fey’ thing from pots and pans to garden 
“4ools that no one would ever see them. 


Mail the coupon for the NEW 
EIGHT-PAGE FOLDER on the 
Wooster 3-Point Merchandising 
System. Gives brush listings and 
specifications. Shows brushes and 
display units. 


Outlines dealer oly, 


margins. Sent 
ABSOLUTELY 
FREE and with- 
out obligation. 
Mail the coupon 
today! 
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g@-;spots — they are whe 
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Syarsh business, Uncle. Ag 
Af . . oh 
¥te7do something about it 
4: Dan Dawson signed an ord 


BUSINESS COMES TO LIFE 


A month later and Uncle Dan we 
smiling again. The three dead spots h@ 
come to life. On the books were recor™ 
of brush sales, the best in years. 

“And now, what do you think of 1% 
Wooster 3-Point Merchandising Syste: ~ 
Uncle?” came the query from the jc 
ber’s man. 

“Great stuff, youngster,” chuckl@ 
Dan. “Cut my line down to only : 
brushes, it did. Gave me brushes th 
sell like hot cakes. Not a dead number 
the lot. And if you don’t think th 
lower inventories and quicker turno\ 
mean a heap in selling brushes, just ta! 
a look at how my profits have gone u 

“And say... those three units mu 
have been designed by someone wi 
really knows how to display and how! ~ 
sell brushes. They turned those de 
spots into real sales spots. They’re li! 
having three more salesmen here in t! > 
store... good salesmen that work wit! 
out pay. 

“Besides, I don’t have to keep ar 
brushes stored away. All my stock is< 
display all the time. And, because ¢ 
brushes are interchangeable betwet 7 
units, I can keep a balanced stock on é 
three displays. 

“Man, I’m telling you, this ne 
Wooster 3-Point Merchandising Syste’ 
certainly has what it takes to mo! 
brushes. It gives me a complete co! 
densed stock of only 26 numbers, an | 
every one of them best sellers from th 
best selling line. It gives me three of th 
most effective selling displays ever s¢7 
up in any store. Yes, boy, and profits’ 
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YALE 
MODEL YR DOOR CLOSER 


There are other models and 
sizes for all types of door. 


IS THE SEASON 
FEATURE 


DOOR CLOSERS 


for greater sales and profits 


ROPER door control is an outstanding comfort at any 
time of the year—but when the cold weather sets in, 


it is more appreciated than at any other time. 


Now is the time to display YALE Door Closers and suggest 
them to your customers. Explain how,they help promote 
health by preventing drafts — how they keep the heat in 
and cold out and thus effect real fuel economy. 


YALE Door Closers are distinguished for their .efficiency 
and long life. You can sell them with full confidence that 
their performance will be a credit to you. Keep in touch 
with building activities in your community— particularly 
new commercial or public structures, follow up architects 
and builders. You will find the effort well worth while. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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35 Years Young "# 


Company, and likewise commemorates 
another year added to the successful growth 
along with us of hundreds of National 
dealers throughout the United States. 


The fine business relationship enjoyed 
with these dealers calls for congratulations 
all around, and best wishes for many more 


happy and prosperous years. 
It is quite fitting at this time that we feature 


tre"Big "Hones “BIG A” and STORM-PROOF 


These veterans of the National line have created fine 
prestige and good-will for our many dealers, and in a 
wide degree account for the present well-recognized 
position held by this company as manufacturers of 


high-quality hardware of dependable performance. 
NATIONAL MANUFACTURING CO. 


No. 88 No. 77 Flexible No. 66 Rigid No. 55 Storm-Proof 
Adjustable Storm-Proof Door Hanger Storm-Proof Door Hanger Storm-Proof Door Hanger Junior Hanger 


HIS month marks the thirty-fifth an- 


niversary of National Manufacturing 











National 





HARDWARE 









STERLING, ILLINOIS 


National Builders’ Hardware is sold direct to the retail dealer—a 
policy that promotes quality, service and direct selling cooperation. 
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There's more money in 


RUBBERSET 


(rrave marx) 


Paint Brushes!” 






For 50 years, they've been bringing REPEAT 
PROFITS to Paint and Hardware Dealers! 


“T) EPEAT PROFITS”— that’s the 
secret of a hardware or a paint 
store’s success. It’s come-back custom- 
ers that turn a so-so business into an 
established, going concern. 

There isn’t a product you sell that 
will build more good will for your 
store than Rubberset Paint Brushes. 
Rubberset is the paint brush your cus- 
tomers ask for by name. If you sell 
them genuine Rubberset Brushes, 
you'll hold their paint brush business. 


If you sell them “set-in-rubber” or 
“vulcanized-in-rubber” imitations of 
Rubberset, they may buy somewhere 
else next time. 

The Rubberset line has been cut 
and consolidated lately to lower your 
inventory and speed up your turnover. 
Now you make a much bigger per- 
centage of profit on a smaller invest- 
ment. But there’s still a popular Rub- 
berset Paint Brush to suit every paint- 
er’s pocketbook and requirements! 


Insist on Genuine 


Your customers know that Rubber- 
set uses only the finest imported 
bristles and that these bristles are 
permanently anchored in hard rubber 
by the world-famous Rubberset Proc- 
ess. They know that Rubberset 
Brushes hold more paint and lay it 
smoothly, without any streaks, or 
shedding. You don’t need to explain 
how good Rubberset Paint Brushes are. 
Just stock them — display them — and 
your cash register will do the talking! 


RUBBERSET PAINT BRUSHES 


(TRADE MARK) 


THE RUBBERSET COMPANY -—S56 FERRY STREET, 
OWNERSHIP OF 


NOW UNDER THE 
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NEWARK, N. J. ©@ ESTABLISHED 1873 
BRISTOL-MYERS 


co. 
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IT’S THE 
; — 
little thing. 
THAT MAKE 
PERFECTION 





- Warre THE FIRST LAW IS ACCURACY. .. 
IN UPSON’S DIE AND DIE-HARDENING DEPARTMENTS 








Bolts and nuts in all standard and special 
shapes, sizes, alloys and finishes. Standard 
and special rivets of all kinds. Wire rope 
clips. Turnbuckles. Automotive and railroad 
special items. Headed and threaded products 
Sforevery use. Your specialties are our specialty. 





e Perfect headed products—whether standard machine bolts or special-shaped 
items of intricate design—can be produced only with perfect dies—thus, 
the first rule at Upson—ACCURACY. 


Were you to visit Upson’s die-making department, you probably would 
be most impressed by the painstaking care given each die. You would see 
skilled craftsmen creating in blocks of die steel reproductions of the desired 
design, faithful to the thousandth of an inch. You would note the precision 
in the final hand tooling that bespeaks the work of master craftsmen. 


Then, were you to enter Upson’s die-hardening department, you would 
see finished dies being heat-treated in modern furnaces to obtain the degree 
of hardness required to insure accuracy in detail throughout production 
of thousands of pieces. 


Upson takes no chances—pays strict attention to the little things—and 
thus insures uniformly high quality in every Upson product. Why not take 
advantage of this extra care? Specify UPSON on your orders for headed 
and threaded products—and note the difference in the items you receive. 


UPSON NUT DIVISION 


Republic Steel 


CORPORATION 


GENERAL OFFICES:--CLEVELAND, OHIO 


HARDWARE AGE 


ed 


us, 


ld 
ee 
ed 


on 





SMOOTHING SW/‘7 SELL/NG Tm 
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TAKES A STAND 
with 


yanize Dealers 


KYANIZE Dealers take this stand to increase paint 


















sales and profits. Take it and like it — give it pre- 


ferred position up front—and watch it sell goods. 


Gleaming gold finish — 24 Karat appearance — 
open display for easy service — it contains a com- 
plete assortment of best selling sizes and colors of 


leading Kyanize self smoothing—swift selling products. 


Investment? Ridiculously small. Turnover? Refresh- 
ingly fast. The Kyanize Prosperity Assortment spells 
PROFIT — in capital letters — for dealers who want 


to make more money NOW! 


Don’t delay! If there,is no Kyanize Dealer 
Agent near you—send the coupon—NOW 
—TODAY for the proven popular way to 
develop quality paint sales quickly. No live 
dealer ever went wrong with a Kyanize 
Prosperity Assortment. . 


BOSTON VARNISH COMPANY 
2 Everett Station, Boston, Massachusetts 








Boston Varnish Co. 
Everett Sta., Boston, Mass. 


Without obligation I’d like particulars 
on the money-making features of Kyanize. 





Address - 





City Fem EAN TE 
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Bret dgletigia An to fifty per cent of all the cream separa- 
tors in use today are wasting valuable butterfat because 
of poor skimming. Thousands of cream producers have 
found that new De Lavals saved enough more cream to 
pay for themselves in a comparatively short time. 

Practically every dairyman who does not at this time have 
a milking machine has made up his mind to get one some 
time, and many will buy this year. 

This gives an idea of the enormous possibilities for the 
sale of De Laval Separators and Milkers. It has been many 
years since De Laval Dealers have had such sales possibili- 
ties, and many of them are doing an exceptional business 
right now. 

Nor was there ever a time in the 59 years of De Laval’s 
leadership when De Laval Dealers had so much to offer their 
customers —the best, broadest and most complete lines, 
with machines for every price class; the most liberal settle- 
ment terms, backed by the most widespread advertising and 
effective dealer sales helps. 


Opportunities for New 
De Laval Dealers 


If De Laval is not adequately represented in your com- 
munity, and if you are interested in building your business 
on a sound basis for the future, with an essential and quality 
line of merchandise which will bring prestige as well as 
good will and immediate profit to your business, we shall 
appreciate your getting in touch with our representative or 
nearest office listed below. There is always a place in the 
De Laval organization for new and progressive dealers. 


THE DE LAVAL SEPARATOR COMPANY 


New York ; Chicago San Francisco 
165 Broadway 427 Randolph St. 61 Beale St. 


DEALERS/ 


here are almost unlimited 


SALES 


OPPORTUNITIES 





new De Laval 


replaced a separator 


was losing 18 


cents per milking. 





DE LAVAL MILKERS 
Selling Like “Hot Cakes” 


De Laval Milkers make an ideal selling companion 
to the De Laval Separator. They are both used by the 
same class of trade, and the name De Laval is a 
guarantee of quality and satisfaction. 

De Laval Milkers are now selling faster than at any 
time during the past five years, and during the 18 years 
that these wonderful machines have been in use they 
have established a remarkable record for efficiency and 
economy of performance. 

There is no method of milking cows that is so good, 
fast and clean as De Laval. Thousands of dairy 
farmers need and want De Laval Milkers, and many 
of them can be sold right now. 
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| ) wm LEADS AGAIN: 
Cleveland Welding 
l offers the latest in 
r Streamlining of 
bicycles conceived 
3 by renowned design 
artists. | 
+ 
DESIGN PATENTED MAY 2. 1936 — PATENT NO. 100,958 _ 
1937 Roadmaster Bicycle has an entire new design, featuring streamline 
. throughout. We stress the entirely new ideas and features which are built 
into this creation. 
@ Entirely new exclusive streamlined crowned Fenders. (Patented) 
@ Built-in Dual Headlight. 
@ New double patented lock, locks head; also log chain may be 
used. Theft-proof—a twofold advantage. 
@ Built-in Electric Horn. 
; @ New easy steering ratio. 
@ Streamlined Chrome Chain Guard. 
’ @ New Streamlined Truss Rods and artistic forged supports. 
n @ Locking Stem. Keeps handle-bars rigid with no distortion on 
> bar. (Patented) 
Catalog on request. 
A 
y 
d 
i, 
¥ 
y 





NOVEMBER 5, 1936 


1 
>? as 


— A 8 ea 


" 
*| 
> 
| 
| 
} 


; 
? 
z 
} 


1D 4 ge patie: 





vy men. ee 


Gy ere 
o The 
MYE 


PUMPS ‘WATER SYSTEMS - HAY tS on HANGERS 











Myers House Pumps are firmly established as a quality line. They make for satisfied customers and 
better profits. Neatly designed, attractively finished and better built for better service, they appeal to all 
classes of buyers who are again willing to pay a bit more for quality and dependable service. The line is 
complete—style and size range meets all requirements—prices are extremely favorable. Get on the profit 
side—sell and install Myers House Pumps—the house pumps that are easier to operate, have greater 
capacity and give many years of service over ordinary types. Your inquiry will receive prompt attention. 


Tm F.E.MYERS & BRO. ¢o. 


ASHLAND, OHIO. 
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MORE THAN YOU AsK 


A year ago we asked several thou- 
sand hardware merchants this ques- 
tion: ‘What can we, as manufac- 
turers, do to make True Temper 
Tools more saleable and a better 
value for the user?”’ 

There is nothing like first-hand 
information. We certainly got it 
hundreds and hundreds of helpful 
suggestions from hardware men all 
over the country. 


Here’s what eight out of every ten 


ED FOR 


leaders in quality and our best sel- 
ling brand but please add more “eye 
appeal.” 

For 1937 we have added eye ap- 
peal—striking new beauty, the thing 
you asked for. But that was only a 
start—we have added five new 
features of construction, each one 
a major improvement—and in addi- 
tion, we have improved the packag- 
ing so that we can truthfully say, 
‘'Here’s more than you asked for.” 
Read about these improvements be- 


low. 


agreed on: True Temper Tools are 


otronger 
Tubular Ferrule 


NE 


Point No. 1. 


For the new 1937 True Temper Tools, we have develop- 


ed a special tubular ferrule. This ferrule is a solid 
tube of steel. It is longer and stronger than the st ; 

ferrule, without rivets to pull out or edges to be vet 
rough and uncomfortable to the user. It is no ponies 
work to say this tubular ferrule is practically ieleeas, 
able in normal use. For over a year it h we ' 
tested in the hardest possible service. sai 


NE 


Points No. 2 & 3. 


Common ferrules, as shown on the rake head above 
ogi “ry increased three-fourths of an inch in length 
© provide greater strength for th 

Temper Tools. ce oe 


stronger Socket Hoe 
and Common Ferrule 


Sockets on hoes have been increased three-fourth 
of an inch in length to provide increased strength ai 
our new 1937 True Temper Socket Hoes. Actually 
this new construction permits 25% more wood sid 
the socket, increases the strength accordingly and 
eliminates ‘working loose” at this point. git 





Special Analysis 
NEW Steel - 30% Stronger 


True Temper Tools have always been made from the 
finest high carbon steel—the standard for fork con- 
struction—yet occasionally a fork tine was broken. 
We decided to correct this condition. Since we could 
buy no finer steel of this class, we asked the steel com- 


panies to develop a new steel—one that was stronger 


and tougher. After months of research, they hit on a 
new special analysis steel—one that is actually 30% 


stronger and more resistant to wear. 


The new 1937 True Temper Forks will be made up 


of this new special analysis steel. 


NEW Imprinted Brands 
Stamped in the Wood 


The beautiful streamlined appearance of these new 
1937 True Temper Tools is further improved by a new 
method of branding. Instead of the usual paper label, 
we have a new method by which the brand is burned 
into the wood of the handle itself to become a perma- 
nent part of the tool. The catalog number is also 
burned in to make reordering of a new tool or a new 


handle easy. 


While all illustrations show Ashtabula brand, these 
new tools are furnished in our regular True Temper 
quality factory brands as follows: Ashtabula, Batchel- 
ler, Bolles, Ely, Fairmount, Geneva, Harriman, Iowa, 
Jackson, Otsego, Southern. 


NE Wrapping 
For Better Protection 


Point No. 6. 


The new 1937 True Temper Tools are individually 
wrapped in heavy green paper—a paper 45% 
stronger and tougher than that previously used. You 
are thus assured that the beautiful finish and appear- 
ance of these new tools will be protected until you 
receive them. No marred or scarred tools to be sold 
at a discount or loss. 





SIX 
Outstanding Points 
of Superiority 


In 
TRUE TEMPER 
Steel Goods 


for 1937 


Thus you have not one but six outstand- 
ing points of superiority in True Temper 
Steel Goods for 1937. Here they are: 


New Tubular Ferrule—longer and 
stronger. 


New Common Ferrule—longer and 
stronger. 


New, Stronger Socket Hoe—25% more 
wood supported by the socket. 


New Special Analysis Steel—30% 
stronger and more resistant to wear. 


New Imprinted Brands burned in the 
wood for permanent beauty. 


New Beauty and ‘Eye Appeal’’ pro- 
tected by new and improved wrap- 
ping. 


These six points are real advantages 
they are actual improvements—not some- 
thing ‘‘just to talk about’’ but a tremendous 
increased value which every one of your 
customers can see and feel and appre- 
ciate. These advantages can be obtained 
only in our genuine True Temper first qual- 
ity steel goods. We have tried to give you 
“more than you asked for.”’ 


Ask your jobber’s salesman for further 
information or write us direct. 


These new True Temper Tools will be 
featured in our advertising and sales help 
material. Announcement will be sent you 
soon after Jan. 1, 1937. 


With best wishes for more sales and 
more profits in 1937 with New True Tem- 
per Steel Goods. 


Sincerely yours, 


The American Fork & Hoe Co. 


Cleveland, Ohio 





WITH THE OVER-THE-COUNTER ATTACK 


Progressive paint dealers everywhere are making real profits with Gold Stripe Brushes. 
Why? Because these brushes offer definite advantages to master painter and amateur alike. 
They have features you can talk about. . . and turn into sales. 

And speaking of sales, here’s an easy way to make them, if you have a complete line 
of Gold Stripe Brushes on hand. When the age-old argument—‘‘I have a brush’’—or any 
other argument comes at you from a paint customer, clear the deck for action and let loose 
this broadside across your counter: 


BRISTLE VUL- 


R 
L 
CANIZED IN 


2 FEC? 
BALANCE 
FEAT URS 
—Makes long RUBBER— 


hours of paint- Every bristle- 
ing easy. Re- butt held in 
lieves wrist and eon grip. 
arm strain. Cn a | 
(You can dem- ‘*streakers.”’ 
onstrate this.) 


THE GOLD 
STRIPE DIS- 
PLAY—Helps 
you close the 
sale. (It’s FREE 
to Gold Stripe 
dealers!) 


THE GOLD 
i ee 
JACKET — 
Made of a spe- 
cial fiber. ‘‘Life- 
saver’’ for the 
brush. Protects 
bristle before 
and after use. 
Keeps it clean 


THE GOLDS 
i so SO | 
THE HANDLE 
—Today’s sym- 
bol of brush 
quality. 


REiVETED 
METAL FER- 
RULES—They 
defy stress and 
strain. 


pee) re ley Vee me 4 
BRISTLE— 
Carefully se- 
lected. Mixed 
and dressed ac- 
cording to our 
own perfected 
formulas. 


THE RIGHT 
BRUSH IS AS 
VITAL AS THE 
RIGHT PAINT 
—There’sa 
Gold Stripe 
Brush for 
perfectapplica- 
tion on EVERY 
paint job. 
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PITTSBURGH PLATE 
44 GLASS COMPANY 


Manufacturers of Wallhide, Waterspar, Florhide and other nationally known paint products 


@ By the way, if you don’t happen to be a Gold Stripe dealer, there’s still time to cash in on these quality 
tools for painting. Mail this coupon for our proposition. 
PITTSBURGH PLATE GLASS COMPANY, Brush Division, Dept. HA-6, Baltimore, Md. 

I’m interested in becoming a Gold Stripe dealer. Please tell me all about it. 


Add 








City 


























































Why Delta’ 
Build Bigger V 


Delta engineers have pioneered fundamental changes that 
have basically improved motor-driven tools. Men who use 
tools have been quick to recognize this. That’s why Delta Tools are 
in use in tens of thousands of home shops, industrial plants, and schools 
all over the world. That’s why Delta’s best advertising comes from 
satisfied users. 

To illustrate—in the new 1937 Delta line, here are three out of scores 
of Delta design features that make Delta Tools better: 
































Doubla-seal Ball Bearings Complete Enclosure of 

Delta uses only “double-sealed” Belt Sander 

ball bearings. The very finest type The New Delta Belt Sander is 
made. They are lubricated at the completely enclosed on all sides, 
factory and need never be re- leaving only the sanding surface 
lubricated. They insure complete exposed. This design has two great 
absence of bearing trouble, and advantages: First, it gives the 
require no attention during their Sander the most complete guard- 
entire life. Delta has pioneered ing possible; Second, it permits 
the use of this type of bearing in the suction system to remove all 
“low-cost” tools. the dust. 


SPECIAL INVERTED SPLINE SPINDLE 


The spindle on the new 17-inch Delta Drill Press is of radically new 
design. The spindle does not project through the pulley, but is keyed 
to it. The lower end is machined to form a 16 tooth automobile-type 
spline, which fits into a very husky floating sleeve, internally splined to 
fit. This sleeve has a very long bearing on the splined spindle, per- 
mitting very sensitive feeding and practically eliminating wear. Sleeve 
and quill move up and down on the spindle instead of the spindle 
moving through the pulley. The quill, which has a 5-inch stroke, has 
a very long bearing in the head and is completely enclosed. Entire spindle 


assembly can be removed by loosening threaded ring at bottom of quill. 
. 
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NEW DELTA BELT SANDER 


The very last word in sanding 
machines. Has numerous new 
features including complete ball- 
bearing equipment with all ball 
bearings “double-sealed” and lubricated for life of 
bearing, full 6-inch width of sanding surface. Operates 
in both vertical and horizontal positions. For complete 
details see new 1937 Delta Catalog. 
10-INCH CIRCULAR SAW 


The “Delta” 10-inch Circular Saw is proving a 
sensation. It cuts stock 31% in. thick. Rips to center 
of 50-in. panel. It is designed and built for crafts- 
men who demand the best there is in workshop 
equipment. Find out about it. 


DELTA ADVERTISING CAMPAIGN 
Te wv Diu vin, ort «60 ARGEST IN HISTORY 


Bese ts the qrestest GAN posse Month after month, 12 months a year, dynamic Delta advertise- 
value ever offered. The facts ° ; . ie 7 ° awe 
geove ht. Sen Dales Candies. ments are arousing consumer interest in Delta tools, telling readers 

to call on Delta dealers, asking them to write in for catalogs and 
circulars. For 1937 Delta is releasing the largest national adver- 
tising campaign ever put out on motor-driven tools. No wonder 
dealer’s sales volume shows steady year after year increase. A few 
territories are still open for Delta franchises. Write for full par- 
ticulars. 


DELTA MANUFACTURING CO. 


634 E. VIENNA AVE. MILWAUKEE, WIS. 
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BIG BEN HAS MADE MORE MONEY FOR DEALERS 
THAN ANY OTHER ALARM CLOCK 


@ Advance orders, dealers’ and salesmen's reports, trade 
surveys—every indication points to the biggest Christmas 
season in years for Westclox dealers! 

Never in Westclox history have so many Christmas 
orders poured into the factory—not merely for Big Ben 
but for all models in the Westclox line. Demand for the 
new Wrist Ben—he makes his debut this year as a Christmas 
item—has gone far beyond our most optimistic estimates. 
Dealers have found Westclox are Christmas ‘‘naturals’’ — 
and this year they're going to cash in on them to the limit. 


Gigantic Christmas Advertising Campaign 


What are we doing to speed the flow of merchandise off 
dealers’ shelves and counters—out of your store—into buy- 
ers’ hands? We're releasing the most far reaching Christ- 
mas advertising campaign in Westclox history. Big, strik- 
ing advertisements in The Saturday Evening Post, Good 
Housekeeping, American Weekly, This Week, Major 


Market Newspapers, Country Gentleman, Capper’s Farmer, 
and Successful Farming! This gigantic campaign will 
blanket your own neighborhood—take the Westclox gift 
story to just about every Christmas shopper living near 
your store—help you make bigger Christmas profits! 


Easy to get your share 
Be sure you get your share of this business. It’s easy. 
1. Order an adequate stock of Westclox from your jobber 
now to insure delivery. 2. Put a Westclox display in your 
window. Let people know you are headquarters for these 
ideal gifts for everyone—for dad, mother, brother, sister, 
friend—at prices to suit every Christmas budget. 3. Talk 
Westclox as gifts to folks who don’t know what to buy. 
Order your supply of Westclox from your whole- 
saler. Many come in beautiful Christmas boxes. Write us 
direct for beautiful Christmas display material. It’s free! 
Address, Western Clock Co., La Salle, Illinois. 
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USE TAYLOR 5-YEAR GUARANTEE 
lo increase Thetmomeltr Sales 


TO FREEZE on 
| NEVER HEARD NOT TO Freeze 2 
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GUARANTEE 
OF TESTED 
ACCURACY 








N October national magazinesTay- 
lor first told millions of men and 
women about its new Five-Year Guar- 
antee of Tested Accuracy. The Guar- 
antee Tag is an important part of 
Taylor’s bigger national campaign 
this month and next and in 1937. 
What does this Guarantee offer you? 
A fine chance to do some hard-hit- 
ting and profitable selling right now, 
and during the season when people 
are most interested in thermometers 
and weather instruments for their 
own use and for Gifts. This Taylor 
Guarantee will be an added incentive 
for your customers to show a prefer- 
ence for Taylor Instruments. It will 
help you get new Taylor customers 
and in many cases increase the amount 
of unit sales on thermometers. 
Taylor Instruments are now being 
shipped with the Guarantee Tag at- 
tached. For those instruments now 
on your shelves, obtain Guarantees 
either from your wholesaler or direct 
from Rochester.Then attach the Tags 
to your stocks and make sure your 
customers know about it. Taylor In- 
strument Companies, Rochester, N.Y. 
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* Our new Mickey Mouse ($1.75 list) and Silly Symphony ($1.35 list) Christmas Tree Bells make 
an instant hit with everybody . . . young and old. NOMA has the exclusive license with the Walt 
Disney Enterprises for these fast selling novelties. Order from your jobber. 
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NATIONALLY ADVERTISED TO TEN MILLION READERS 


Cash in on Christmas with a complete stock of Noma 
Christmas Lights. Everything indicates biggest demand 
in years. Noma’s national advertising appears in 
December GOOD HOUSEKEEPING, SATURDAY 
EVENING POST, COLLIER’S, LITERARY 
DIGEST, COUNTRY GENTLEMAN. 

In all advertisements we feature the smart, new 
Noma ideas illustrated. Noma novelties and Christmas 
Lights will have the call. People ask for these lights. 
They know they’re dependable, and Noma’s Patented 
Adjustable Red Berry Bead and Add-On-Connector 
are blessed helps to tree trimmers. 


DISPLAY NOMA NOVELTIES & CHRISTMAS LIGHTS ILLUMINATED 


and you’ll double your 
sales. Order Noma 


Christmas Lights from The new Noma 


wreath is the one 


yourjobber. Warehouse 
stocks conveniently lo- 
cated at Chicago, New 
York, San Francisco, 
and at most whole- 
salers, insure quick de- 
livery. Noma Electric 
Corporation, 524-528 
Broadway, New York, 
N. Y. 


everybody has 
been waiting for. 
It’sideal for home 
decoration — and 
as a builder of 
goodwill for busi- 
ness places and 
public institu- 
tions. $3.50 list. 


The attractive book-like boxes in which 
Noma Christmas Light sets are packed 
are shown above. 70c to $1.85 list. 

















Here's a Surefire Way 


TO BOOST “wie 





START 
NOW 


To Prepare 
For The Biggest 
Holiday Season in Years! 


COMPETENT observers who have studied buying trends for 

years tell us we are headed right straight into the biggest 
Christmas gift-buying season this country has known in many a 
year. The way sales are going right now, this prediction can’t be 
far wrong which means that any dealer who doesn’t order adequate 
stocks of proved holiday favorites at once will be kicking himself 
a month from now. Then jobbers will be far behind on orders in 
spite of working night and day. Shipments will be slower, too, and 
merchandise ordered then will have little chance of arriving in time 
for the best part of the year’s most profitable season. 


Dealers who handled DAZEY KITCHEN AIDS last year won’t 
have to be told that they rank foremost as favorites among house- 
wares items. By all means, therefore, take steps now to be sure 
of having enough to see you through until Christmas. This applies 
not only to the devices themselves but even more to displays for 
Christmas gift buyers. Every dealer who did that last year knows 
how sensational his Christmas sales were and will not need this 
suggestion. If you did not, do it now and be pleasantly surprised. 
Call your jobber’s salesman in TODAY and make sure you won’t 
be caught with bare shelves at the very time when you need 
merchandise most. 


FREE GIFT WRAPPERS 


The attractive holiday wrappers supplied on all DAZEY KITCH- 
EN AIDS last year proved amazingly effective sales boosters. So, 
they are going to be furnished again this year. (See illustration 
above right.) These wrappers are put on over the STANDARD 
DAZEY cartons so they can be torn off and the goods put in 
regular stock after Christmas. No repacking—no carry-overs. 


Order From Your Jobber 


DAZEY. CHURN & MFG. CO. 
Dept. R-11 


4301 Warne Ave. St. Louis, Mo. 
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EVERY ONE AN IDEAL GIFT 


(formerly SPEEDO): Has __ never % 
DAZEY DELUXE fail _ to show a tremendous sales in- 1.69 
crease just before Xm with the advantage of 
store and widow Pm holiday sales should be many 


fold greater. 
pr sales by suggesting addi- 
DAZEY SHARPIT: onal purchase with a can opener, 1 50* 


juicer or both. Also a het seller on its ‘‘own hook. 


DAZEY SPEEDO SUPER JUICER: 10 sift sales. runs 3 $1 .75* 


DAZEY DeLuxe. Its attractive appearence Oe 7) a 
i 


cially acceptable for use as a gift. 
Sure to figure a 
largely in any $1 39 


DAZEY Senior CAN OPENER: 


store’s gift sales because of its moderate price and splendid 
performance. Be sure stocks are ample. 
DAZEY Junior CAN OPENER: Sussest this te 0) 6Q* 


want ‘‘something’’ for mother and to grewaups 5 * = 
but inexpensive gifts. The price insures plenty of volume. 


i abet + 7 RETAIL i — - ~iaes 
higher west of Rockie 


Every One Bears 
This Sign —_ Sn 
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A COMPLETE NEW LINE 


Lesigued by 
COUNT ALEXIS DE SAKHNOFFSKY 


Y 20 Lice A by 
THE MURRAY-OHIO MFG. CO. 
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LOOK WHAT SANTA CLAUS BROUGHT 
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Men’s De Luxe 


Left } 
Women’s De Luxe 


ge 


Right 
Men’s Semi-De Luxe 





ercury Bicycles 


The Murray Ohio Mfg. Company, makers of Steelcraft Juvenile Vehicles, announces 
the new Mercury Bicycle Line. Designed by Count Alexis de Sakhnoffsky, these bicycles 
represent a new high in beauty, dash and streamlining. To meet the demand for better 
merchandise, we are devoting our limited 1936 production to the De Luxe and Semi- 
De Luxe models. The public wants them and you want the extra profits. 


We are making every effort to take care of all of our customers, but we urge you to 


place your requirements just as soon as possible. Complete specifications and prices 
will be sent on request. 


The Murray Ohio Mfg. Co., Cleveland, O. 
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sie 20 Prizes of $10 each 


One of each of the above Prizes will be awarded to merchants 
in towns of 10,000 and Over, and one 


each to merchants in 
towns under 10,000 


Population jin United States and Canada, 


HOW To ENTER THE CONTEST AND 
GET THIS DISPLAY FREE 


Buy the No. 767 Assortment of Cark 


porundum items featured 
with the display card. 


They are timely, sure selling, and ex. 
tensively advertised, One each of these items 
mounted on the full e¢ 
the purchase 
play Pj 

Photograph of 
eligible for one of the 28 cash 


Prizes: in our FE 
dow Display Contest. Mail cor 


upon now! 


... TODAY SPECIAL No. 767 assortme 
WIRE COLLECT AT OUR EXPENSE : iti 
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Modernize Closets, Too! 























ADJUSTABLE 
CLOTHES HANGER B4R 
No. 7020 


This is made of strong, wrought steel 
or brass, for use where clothes are 
hung on hangers. 
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EXTENSION 
GARMENT CARRIER 
No. 7123 


A slight pull on the rod brings it for- 
ward, making the selection of clothes 
easy. 


HAT HOLDERS 
No. 7121—7121% 
Wall or shelf models. Pull 
the cord—the arm comes 


down; release it—the hat 
goes up, out of the way. 


i 
y 





ADJUSTABLE SHOE RACK 
No. 7122 


For holding all types of shoes. Easily 
applied to wall, door, or baseboard. 


ew 


GARMENT HOOK 
No. 7124 


Made of wrought steel for the smaller 
closet, this hook will hold, uncrowded, 
several garments on hangers. 


ieee 


CLOTHES HANGER BRACKET 
No. 7023 


Where space is limited this wrought 
steel bracket will hold several hangers. 
Also useful as a tie rack. 






































Ask the ladies what they think of this modern closet 
equipment which means neat, orderly, easy-to-clean 
closets. 

You’ve guessed it. A sale—not to just a few of your 
customers, but to practically all of them. And that 
means a lot of nice, profitable business for you. 

New home builders will want this equipment written 
in the specifications. If you haven’t a stock on hand, 
speak to your jobber salesman on his next call. 


THE STANLEY WORKS f= 


New Britain .. . Conn. 


> 2 STANLE 
CLOTHES HANGER Bars 


USE THIS DISPLAY, IT SELLS 
ON SIGHT 


Descriptive booklet, too. Mail or hand 
them to your customers 


STANLEY HARDWARE 
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@ Here’s a demand that means 
profit for you! Letters, directly 
from men who use shovels, again 
and again ask us, ““Where can I 
buy a Wood’s Shovel?” 

Can our reply refer these re- 
quests to your store? 

If they can, you are already in 
a position to profit from the solid 
reputation which actual perform- 
ance is building for Wood’s Big 
Fist and Moly Shovels. There are 
probably men in your locality 
who have used these Shovels, and 
noticed with amazement that they 
last far longer, take more punish- 
ment, are easier to work with. 

These men will insist on Wood’s 
Shovels—and so will their friends. 











Be ready to get their business. 
Users, sold on the shovel by the 
shovel itself, are one reason why 
you can make more money with 


Wood’s. 


Another reason is reduced in- 


ventory. Instead of carrying three 
types of shovel, (strap-weld, solid 
shank, hollow-back) you need 
carry only one, Wood’s Closed- 
Back. The Closed-Back supersedes 
all others. 

Get complete details about the 
famous Wood’s brands; “Moly”, 
Big Fist, Stuart, Wilson and 
Piqua. Get the full profit story 
from your jobber, or write direct 
to THE WOOD SHOVEL AND TOOL 
COMPANY, PIQUA, OHIO, U. S. A. 








Shovels + Spades » Scoops 
















1 The Closed-Back — provides 
a smooth back with unrivaled 
strength of one-piece design 
--.also new simplicity of 
handle replacement. 


The Turned Shoulder — 
strengthens blade, saves shoes. 


The Tapered Socket — strong 
and solid, fits the hand. 


Heat-Treating — make high- 
grade steels in “Moly,” Big 
Fist, Wood and Stuart grades 
hard, to resist wear. 
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Just 


Among 


Ourselves 


By CHARLES J. HEALE 
Editor, Hardware Age 


Merry Christmas— 


Seems a little premature to of- 
fer this wish—but it is none too 
early to make sure that Christmas 
is a merry time for your store. In 
this issue is a most complete, two 
colored, special section devoted to 
Christmas Merchandising Ideas 
that can be used profitably. Based 
entirely on the successful experi- 
ences of other hardware men like 
yourself, these ideas are simple, 
practical, and easy to follow. 
These ideas made money for 
other hardware men last year and 
should make even more money for 
those who make full use of them 
this year. All signs point to an- 
other record-breaking Christmas 
buying season, which means that 
the stores which seek the business, 
on the right basis and are properly 
prepared to handle this heavy 
holiday rush will have a very 
Merry Christmas. I hope you are 
among them. 


Consumers Coops— 


The U. S. Chamber of Com- 
merce appointed a special Distri- 
bution Committee to study the 
position of the Consumers’ Co- 
operatives in this country. The 
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committee’s report is interesting, 
brief and to the point. From this 
report I quote: 

“Opportunity for development of 
all legitimate forms of business en- 
terprise should be left open to all 
individuals, each form succeeding or 
failing in accordance with its own 
merits. Without such opportunity, 
progress cannot be made in making 
available to the public the benefits 
arising from the efficiency of Ameri- 
can methods of doing business. 

“The committee is of the opinion 
that it is improper for governmental 
agencies to extend preferential treat- 
ment, by means of tax exemption, 
financing, or other aid, to consum- 
ers’ cooperative enterprises, since 
such enterprises are but another 
form of competitive force seeking 
to win the support and patronage of 
the American consumer. The com- 
mittee believes that consumers’ co- 
operatives should be required to 
progress on the basis of their own 
merits. 

“In the past, American business 
men have demonstrated their ability 
to meet successfully each successive 
competitive situation as it arises. 
The committee believes that business 
men can be relied upon to continue 
the demonstration of efficiency in 
their respective fields of business. 
To this end, business men should 
continue to devote attention to their 


results.” 


Coop Exemption— 

The Chamber of Commerce re- 
port is entirely correct in_ its 
premise regarding the unfairness 
of tax exemptions being allowed 
Consumers’ Cooperatives. This 
is, as stated, nothing more or less 


than an unwarranted subsidy sup- - 


ported by tax monies paid by the 
very legitimate distributors with 
whom Coops compete. No one 
disputes the right of consumers to 
organize cooperatively for any 
purposes but when they enter into 
retail trade competition they 
should be forced to stand all the 
costs and taxes faced by the retail 
groups from whom they attempt 
to take trade. An interesting view 
of the Coop situations is given 
elsewhere in this issue in connec- 
tion with the publication of the 
address by Dr. Willard Thorp 
given to the recent Atlantic City 
Convention. See page 80. 


Oil Stoves— 

A friend of mine has a new cot- 
tage directly on Long Island’s 
south shore. It is getting very cold 
and raw in that wide open spot 
and the heat from the fireplace is 
inadequate for proper human com- 
fort. His wife went to a near- 
by hardware store to purchase 


hardware for storm windows and »: 


doors. The hardware dealer asked 
about the weather at the shore 
and suggested: “Must be pretty 
cold déwn there. You should have 
one of our new model oil heaters. 
You can cook on them and at the 
same time heat up two or three 
average rooms. Retter let me send 
one down.” It was not much of a 
sales talk but it sold the stove. 
Within a week two neighbors went 


to the same store and bought sim- | 


ilar stoves. So that dealer by ac- 
tually suggesting a sale to an ob- 
vious prospect checked up $75 in 
sales on three stoves that would 
never have been sold were it not 
for his first casual suggestion. 
Each of the three customers also 
bought a storage can for fuel oil 
at about $12 for the three of them 
(varied size and type) and each 
started off with 5 gallons of fuel 
which has been replenished sev- 
eral times since. If this same 
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own methods of doing business with , 
a view to obtaining the best possible | 
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DEALERS EVERYWHERE ARE WINNING WITH FRIGIDAIRE 


@ All Frigidaire dealers are winners 
in 1936! Furniture stores, depart- 
ment stores, specialty appliance 
shops, and utilities. From coast to 
coast they are smashing all previous 
refrigerator sales records! 
Because—Frigidaire has the range 
in ’36! Well-laid plans, far-sighted 
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sales strategy, and dynamic sales- 
compelling advertising are backing 
up a superior product. 

“Buy on Proof” is making his- 
tory. The “5 standards” are revolu- 
tionizing refrigerator buying. The 
sensational “Meter- Miser” is cap- 
turing America. 
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We have given these ingredients 
of success, plus the most com- 
plete, well-rounded sales and ad- 
vertising campaigns ever known in 
the industry, to a// Frigidaire 
dealers. And they are capitalizing 
on them to make 1936 their great- 
est year! 
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dealer were to canvass the 150 
‘families with cottages along the 
nearby shore he could land sev- 
eral other orders as the stoves are 
highly efficient, neatly designed 
and are a great comfort for the 
last two or three weeks of a sum- 
mer home stay. I know this is 
true as the second stove was 
bought by my wife. 


Neglected Market— 

This reminds me that I have 
been asked to buy newspapers, 
milk, as well as liquor, groceries, 
bread, a new car, a good used car 
for going to the station, fertilizer 
(by a florist), fire wood, coal, a 
boat and to use the services of a 
local trucking and forwarding 
company for moving to and from 
the city each season. Yet not once 
has any of the four Babylon, Long 
Island hardware men tried to sell 
me anything. I have BOUGHT 
a lawn mower, garden hose, grass 
seed, rope, screen door and win- 
dow hardware, storm door and 
window hardware, nails, hose reel, 
andirons, fireplace screen, porch 
glider, 4 porch chairs, crab nets, 
fish lines and hooks and miscel- 
laneous hardware, padlocks, and 
a beach umbrella. There are 
other items, too, amounting to 
well over $100 that could have 
been sold me by any hardware 
man in town who took the trouble 
to come see me and suggest these 
things. As it was I bought them 
piece meal, here and there, when 
I would see them displayed or ad- 
vertised. 


Same Story:— 

Some of my neighbors tell 
me the same story—that every- 
body in town (and I forgot to 
mention the insurance men who 
did the best job of all but the 
hardware men) have tried to sell 
them something but for their hard- 
ware store needs they had to go 
out and seek their requirements. 
A few hours a week getting ac- 
quainted with summer residents in 
thousands of American communi- 
ties would bring tens of thousands 
of dollars of sales to hardware 
stores. And I completely forgot 
about my gas stove at $65 and 
the electric ice box at $167.50 
—so there is over $300 that 
should have been SOLD to me 
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by any one good active mer- 
chandising minded hardware man. 
And I am sure that my wants are 
modest compared to many of my 
neighbors. If you have a summer 
colony within reach of your store 
give it an intensive study early 
next spring. There is a lot of 
business lost to the hardware trade 
through such neglect every year. 


Horses & Mules— 

The demand for horses and 
mules exceeds the available sup- 
ply with prices on these useful 
farm animals increasing steadily. 
This reflects a very definite popu- 
larity for these animals for farm 
work and suggests an increasing 
hardware store market for the sale 
of harness, collar pads, sweat 
pads, and related needed equip- 
ment. Wayne Dinsmore, secretary 
of the Horse and Mule Associa- 
tion of America offers the follow- 
ing interesting comments on this 
situation: 

“Horses and mules have been 
higher this season than for many 
years and choice farm chunk mares 
standing 16 hands and weighing 
around 1,500 Ib. have brought more 
money than they have at any time 
within the past 40 years. . . . Be- 
tween 1920 and 1925 we had an 
oversupply of horses and mules— 
supply exceeded demand and breed- 
ing was curtailed... . 

“We saw the situation 15 years 
ago and did our best to stimulate 
breeding at the right time; but many 
men I talked with seven and eight 
years ago thought there would be 
no demand for horses or mules in 
1935—now with prices higher than 
ever, they have had to buy instead 
of having a pair to sell.” 


Mystery— 

Some manufacturers’ _letter- 
heads, billheads, invoices and 
notices have an air of mystery 
about them, in that this printed 
matter does not indicate the nature 
of the goods produced and sold. 
Charles H. Bigelow, Jr., of Far- 
well, Ozmun, Kirk & Co., St. Paul, 
Minn., calls this to our attention 
in an interesting letter which reads 
as follows: 

“Since the beginning of time, we 
have been plagued by receipt of let- 
ters, invoices, etc., bearing the name 
of some manufacturer but no indi- 
cation of what he makes. Receipt 
of several such trouble-makers this 
morning causes me to send you these 


few words with the thought, per- 
haps, that some mention in your 
magazine might come to the atten- 
tion of manufacturers and help the 
situation a little bit. 

“For instance, in my hand is a 
letter from the Hamilton Ross Fac- 
tories, Inc., Chicago, Illinois, stating 
that they are sending a newspaper 
mat. The letter, itself, gives no in- 
dication of what the mat might be 
about nor does the letterhead state 
the nature of the business. 

“Here is another one. The Re- 
publican Press at Hamilton, Ohio, 
sends us notice that they are ship- 
ping by express three hundred No. 
5 envelope enclosures, job No. 6454. 
No mention is made of what the 
enclosures are all about or what 
manufacturer is causing them to be 
sent. Thus it required considerable 
detective work for us to locate the 
buyers to whom these communica- 
tions are addressed.” 

Oversight:—There is certainly 
no good reason for such an over- 
sight. All printed matter could 
very easily indicate the brand 
names and kind of goods sold. 
The same thought might be util- 
ized in the signs giving company 
names on large factory buildings 
throughout the country. A ride 
along any of the major railroad 
lines brings travelers past many 
factories of varied sizes. Unless 
the dompany is outstanding in size 
and in acceptance of its product 
the “name only” sign does not tell 
much or give the company very 
much advertising value. Mr. Bige- 
low’s complaint is justified and 
we join with him in suggesting 
that manufacturers reform. 


Builders’ Hardware— 

My good friend, Theodore Ro- 
maine of the Romaine Hardware 
Co., Hackensack, N. J., disagrees 
with some comments made on 
these pages regarding builders’ 


hardware. (See page 23, H. A. 
Oct. 8, 1936). He writes: 

“I notice a few remarks made by 
you regarding the Convention, in 
St. Louis, of the Manufacturers and 
Distributors of Builders’ Hardware, 
and the claim by the Manufacturers 
that too few locations are adequately 
served by competent builders’ hard- 
ware experts. We have heard these 
remarks for a long time and the 
phrase has become very shop worn. 

“In our organization the builders’ 
hardware man receives the highest 
salary in the place because of his 

(Continued on page 114) 
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STEEL RECOVERY HERE SAYS GIRDLER 
WAGES HAVE GONE UP 40 PER CENT 





In an address before the Farm 
Equipment Institute at the Hotel 
Blackstone, Oct. 7, on “Steel and 
the American Farmer,” T. M. 
Girdler, chairman and president 
of Republic Steel Corp. stated 
that operations in the steel in- 





TOM M. GIRDLER 


dustry are at a good rate despite 
the many obstacles and uncer- 
tainties with which it was con- 
fronted. He pointed out that 
since 1933 wage rates in the 
industry have gone up more than 
40 per cent through adjustments 
of hours and increases in pay 
and that total employment today 
is over 500,000 or some 48,000 
greater than in 1929. 

He said, “Hourly rates are 
above the 1929 level, although 
weekly wages are somewhat less 
than they were at the peak of 
1929, because hours of work are 
shorter. But weekly earnings are 
practically equal to that boom 
period in purchasing power, 
when the cost of living is taken 
into consideration.” 

Mr. Girdler pointed out that 
collective cooperation has become 
an established fact throughout 
the industry through the medium 
of employee representation plans, 
through which problems both of 
management and employees are 
fully and frankly discussed; that 
during the first half of 1936, 
questions of wages and hours of 
work accounted for 40 per cent 
of the items brought up by the 
employees, and that 75 per cent 
of all questions arising under 
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these plans during that period 


were settled in favor of em- | 
ployees. 
He said that in recent years 


the buying power for some im- 
portant steel products purchased 
directly by the farmer has in- 


creased as much as 60 per cent. | 


In 1929, for example, 100 Ibs. | 
of beef at Chicago would have | 


bought 407 lbs. of barbed wire; 
In 1936 521 lbs.; or 418 lbs. of 
galvanized sheets now as against 
359 lbs. in 1929. Likewise with 
wheat. In 1929 the farmer could 
exchange 10 bushels of wheat at 
Kansas City for 358 Ibs. of 
barbed wire; in 1936, 419 lbs.; 
in 1929, 316 lbs. of galvanized 
sheets as against 336 lbs. now. 
“Although hundreds of mil- 
lions of dollars have been spent 
by the industry in new processes 
and new equipment, prices have 
declined an average of $11 per 
ton since 1923. This means a 


| savings to American farmers of 
| well over $25,000,000. The sav- 





ing for all steel consumers in the 
country this year will be at least 


$300,000,000.” 


254 BICYCLE ENTHUSIASTS 
BOARD CHICAGO'S 
“BICYCLE SPECIAL” 


First of the western railroads 
to adopt the bicycle train idea, 
the Illinois Central railroad ran 
its initial train out of Chicago, 
Sunday, Oct. 18, with a capacity 
load of 254 cyclists aboard a 
seven-car “Bicycle Special.” 

The train left for Kankakee, 
Ill., where the party was cor- 
dially received by citizens of that 
city. Piloted by state motorcycle 
officers, the cavalcade wound 
through the streets of the town 
into the open country along the 
beautiful Kankakee river over an 
eight-mile winding country road 
to Hieland Lodge, where a wel- 
come chicken dinner awaited the 
hungry cyclists. 

There were riders of all ages 
in the party; novices and ex- 
perienced cyclists as well as a 
number of Chicago cycle dealers. 
Several members of the party had 
been champion riders of the 90’s 
and had established records for 
that period. The Chicago Cycle 





Southern Jobbers_ to 
New Orleans for 1937 
Convention with Mfrs. 
Week of April 18, 1937 Se- 
lected with Hotel Roosevelt 
as Headquarters 

The 1937 joint convention 
of the Southern Hardware 
Jobbers’ and the American 
Hardware Manufacturers’ As- 
sociations will be held at New 
Orleans, La., the week of 
April 18, 1937. Headquarters 
will be at the Hotel Roose- 
velt. This decision was made 
following a meeting between 
the executive committees of 
these two associations held 
during the recent Atlantic 
City Convention. Further de- 
tails will be announced later. 














Supply Co. was represented by 
30 riders, headed by Jack Han- 
sen and the Arnold, Schwinn & 
Co. delegation included 50 girls 
and men. 

After the dinner at the Lodge, 
a costume parade was held for 
the purpose of picking the 10 
best girls’ cycling costumes and 
the winners received a large box 
of candy. 

The return trip was over a 
different route with several miles 
of fairly rough going, but when 
the paved highway was reached, 





it was smooth going to the finish. 
However, a head wind discour- 
aged some of the less experi- 
enced, who were picked up by 
the truck, which brought up the 
rear. 

On the homeward trip, ques- 
tionnaires were distributed and 
the poll indicated decided ap- 
proval of the idea. The great 
majority said they would all go 
again and all are now members 
of the Illinois Railroad Cycle 
Club. 

The itinerary and detail ar- 
rangements were planned and 
carried out under the direction 
of A. U. Sawbridge, who super- 
vised the party and the coopera- 
tion and support of Jack Hansen, 
Chicago Supply Co., contributed 


| largely to the success of the af- 


fair. J. V. Lanigan, passenger 
trafic manager, has taken a spe- 
cial interest in the project and 
will arrange a series of trips 
throughout northern Illinois this 
coming spring and summer. 


NUTMEGGERS SUPPER 
A BIG SUCCESS 


About 70 Nutmeggers, hard- 
waremen, ard ladies were pres- 
ent at the Harvest Supper, Oct. 
14, sponsored by “The Nutmeg- 
gers” in the Plainville Grange 
Hall, Plainville, Conn. A very de- 
licious turkey supper was served 
by the ladies of the Grange Hall 
and the entertainment features 
included dancing, bridge, and 
other games, for which prizes 
were awarded. 
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WITTE HARDWARE TAKES 
ON HORTON LINE 


The Witte Hardware Co., old 
established wholesale firm, St. 
Louis, Mo., will distribute the 
new and improved line of wash- 
ers and ironers manufactured by 
the Horton Mfg. Co., Fort Wayne, 
Ind. 

The Witte company was estab- 
lished in 1849 and has constantly 
grown and expanded to a domi- 
nating position in its territory, 
which includes southern Illinois, 
northern Kentucky and practical. 
ly all of Missouri. 
one of the first 
compile and issue a printed hard- 
ware catalog, the forerunner of 
the modern elaborate and _at- 
tractive ones. The company uses 
progressive sales methods and 
one of its most effective means 
of acquainting dealers with its 
lines, is the use of display trail- 
ers, in which exhibits and demon- 
strations are arranged. 


The firm was | 
wholesalers to | 


Wallace L, Pond, domestic sales 
File Co., 


known 


manager, Nicholson 
Providence, R. I., is 
throughout the hardware industry 
as a successful sales 
but few of his best friends realize 
that he is also an able home- 








craftsman, a competent user as 
well as a manufacturer and seller 





“FLO-CYCLE” WINS $100 AWARD IN 
MONARK SILVER KING NAME CONTEST 





M. E. JONES, WINNER OF THE $100 PRIZE, IS STANDING BEFORE 


HIS STORE. 


The name, “Flo-Cycle” brought 
to M. E. Jones, proprietor of a 
hardware store in Edinboro, Pa., 
the $100 prize money offered by 
Monark Silver King, Inc., Chi- 
cago, Ill., for the best name sub- 
mitted for its new Silver King 
bicycle. The contest was open 
only to distributor salesmen and 
bicycle dealers. 

Mr. Jones had been interested 
in attracting the bicycle trade to 
his store and found that with 
the new interest taken in bicy- 
cling as a recreation and a sport, 
a demand had been created for 
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TO THE LEFT CAN BE SEEN HIS SIDEWALK 
BICYCLE DISPLAY 


rented bicycles. This spring he 
purchased ten models and _ar- 
ranged them outside his store 
with a home-made sign announc- 
ing, “Bicycles for Rent.” 

This display in front of the 
store caused a lot of favorable 
comment and attracted a great 
deal of attention. Before the 
summer was over, he had moved 
about 30 models of various makes 
and prices and soon learned that 
renters and buyers favored the 
newer, more attractive and bet- 
ter quality bicycles. 


| 
executive | 


WALLACE POND, NICHOLSON SALES MGR. 
KNOWS HOW TO UTILIZE HIS PRODUCT 


! 





of hand tools. Here are two pic- 
iures of a playhouse he made for 
one of his grandchildren. Mr. 
Pond constructed this complet 
miniature dwelling as part of his 
spare time hobby activities last 
winter. In his home are many 
other examples of equally good 








In a letter to the company, 


homecraftsmanship. It should be 








WALLACE L. 


POND 


a decided asset to all men en- 
gaged in selling tool lines were 
they apply to these tools to some 
useful purposes and thus gain at 
first hand working knowledge of 


the goods they sell. 





Mr. Jones says in part, “From 
an economic standpoint, it paid 
to buy the better bicycles as they 
stood up under the abuse re- 
ceived from the renters 
brought a better price when re- 
sold and cost only a little more 
originally than the cheaper ones. 

“Thanks again for the check. 
I truly believe that flow really 
described the riding qualities of 
your new Silver King.” 


NU-NAMEL PURCHASES 
CLEVELAND PLANT 


The Nu-Namel Corp., manufac- 
turer of paints and varnishes, has 
acquired The Chi-Namel Paint 
and Varnish Co., plant at 8709 
Kinsman Ave., Cleveland, Ohio, 


and has established national 
headquarters there. The _ pur- 
chase includes only the plant 


and equipment of Chi-Namel and 
not the business of the company. 

Nu-Namel’s_ entire American 
production will be concentrated 
in the Cleveland plant, which 
will also export special material 
to the seven foreign countries in 
which Nu-Namel manufactures. 
Direction of operation at these 
plants, as well as sales in foreign 
countries, will be concentrated 
there. The plant occupies a two- 
acre site and has three stories 
and basement, with a total of 


and | 





85,000 square feet. 


GOODRICH CO. APPOINTS 
DISTRICT MANAGERS 


C. B. O’Conner, general tire 
sales manager, The B. F. Good- 
rich Co., Akron, Ohio, has an- 
nounced the appointment of J. E. 
Powers as New York district 
manager; E. P. Weckesser, New- 
ark, N. J., district manager and 
R. J. Devereux, Buffalo, N. Y., 
district manager. 

Mr. Powers has been with the 
Goodrich organization 26 years 
and previous to his recent ap- 
pointment was manager of the 
Newark district. Mr. Weckesser 
entered the rubber industry in 
1916 with the Miller Rubber Co., 
Inc. He held a variety of service 
and executive with 
the company; was chairman of 
the service managers committee 
of the Rubber Manufacturers As- 
sociation for one year, and man- 


sales posts 


ager of automobile tire sales 
when the Goodrich and Miller 


companies were united. Previous 
to his recent appointment he had 
been a staff assistant to W. C. Be- 
hoteguy, manager of the auto- 
mobile tire department. Mr. 
Devereaux has been with Good- 
rich since 1914, in tire sales since 
1917. He was Cleveland district 
manager from 1929 to 1936, and 
was on special sales assignments 
prior to his present appointment. 
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BRANDEL JOINS CURTIS 
SALES FORCE 


W. L. Brandel has become as- 
sociated with the sales force of 
Curtis Lighting, Inc, Chicago, in 
charge of X-Ray reflector and 
floodlighting equipment sales. 


W. L. BRANDEL 


Mr. Brandel was associated with 
the Incandescent Lamp Dept. of 
the General Electric Co. for 15 
years, first at Nela Park and 
later in Chicago as assistant gen- 
eral manager of the Midland Di- 
vision. Previous to his recent ap- 
pointment, he was general sales 
manager of the Dirigold Corp. 
and sales manager of Air Con- 
trol Systems, Inc. 


COPPER & BRASS ASSN. 
ELECTS OFFICERS 


At the 15th annual meeting of 
members of the Copper & Brass 
Research Association, 420 Lex- 
ington Ave., New York City, F. S. 
Chase, president of the Chase 
Brass & Copper Co., Inc., was 
re-elected president. Other of- 
ficers elected were: vice-presi- 
dents John A. Coe, president, 
The American Brass Co., C. D. 
Dallas, president Revere Copper 
and Brass Inc., Wylie Brown, 
president Phelps Dodge Copper 
Products Corp.; treasurer, Mr. 
Dallas, and secretary, Bertram 
B. Caddle. 

The following were elected to 
the executive committee: J. A. 
Doucett, Revere Copper and 
Brass Inc.; R. L. Coe, Chase 
Brass & Copper Co.; John A. 
Coe, Jr., The American Brass 
Co.; Wylie Brown, Phelps Dodge 
Copper Products Corp.; W. M. 
Goss, Scovill Mfg. Co., and H. W. 
Steinkraus, Bridgeport Brass Co. 

The board of directors elected 
include the members of the ex- 
ecutive committee and the fol- 
lowing: F. S. Chase, Chase Brass 
& Copper Co.; C. D. Dallas, 
Revere Copper and Brass Inc.; 
John A. Coe, The American Brass 
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Co.; R. E. Day, Bridgeport 
Brass Co.; E. O. Goss, Scovill 
Mfg. Co.; J. P. Lally, C. G. Hus- 
sey & Co.; C. C. Limbocker, 
Wolverine Tube Co.; F. L. Rig- 
gin, Mueller Brass Co., and 
Bertram B. Caddle, secretary of 
the association. 


49TH ANNIVERSARY OF 
GETZ BROTHERS 


Getz Brothers, wholesale and 
retail hardware firm at 132 North 
Water St., Kent, Ohio, celebrated 
its 49th anniversary, Saturday, 
Oct. 17. J. G. Getz is still active 
in the business and expects to 
carry on for a number of years. 
Associated with him are Bert 
Smith, Bruce Kellogg, G. S. 
Getz, a nephew, and Harold Blue- 
stone. William Getz, co-founder 
of the business, passed away in 
1916. 


RAILWAY EXPRESS NAMES 
DISTRICT SALES MGRS. 


Carrying forward his new sales 
policy in the development of ex- 
press traffic, L. O. Head, presi- 
dent of the Railway Express 
Agency, has announced the ap- 
pointment of a number of district 
sales managers, located at key 
points throughout the country. 
They will coordinate their busi- 
ness-getting activities with those 
of the general sales department 
in New York, which was created 
on Oct. 1. The new appointees 
were the traffic agents assigned 
to the general manager’s staff in 
the operating departments of the 
express organization. 


Among those who have been 





advanced to district sales man- 
agers are: W. R. Richards, Bos- 
ton, Mass.; W. E. Rook, Buffalo, 
N. Y.; F. G. Blyth, Philadelphia, 
Pa.; M. J. Harris, Atlanta, Ga.; 
E. W. Hull, Cleveland, Ohio; H. 
B. Groscost, Cincinnati, Ohio; C. 
H. Frame, Washington, D. C.; 
J. J. Fennessy, St. Paul, Minn.; 
C. E. McGee, St. Louis, Mo.; 
M. H. Wolfe, Omaha, Neb.; J. J. 
Boylan, Kansas City, Mo.; J. R. 
Rohrer, Houston, Tex.; W. J. 
Martindale, Los Angeles, Cal.; 
and R. G. McLain, Seattle, Wash. 


AMERICAN CAN MAKES 
SALES STAFF CHANGES 


D. W. Figgis formerly assis- 
tant to the vice-president in 
charge of sales, American Can 
Co., 230 Park Ave., New York 
City, has been elected vice-presi- 
dent in charge of sales, general 
line. H. G. Edwards, formerly 
general manager of sales, general 
line, has been appointed assis- 
tant to Dr. H. A. Baker, presi- 
dent. R. W. Phelps, formerly as- 
sistant to M. J. Sullivan, vice- 
president, San Francisco, Cal., 
has been appointed assistant to 
Mr. Figgis. 

C. H. Black, formerly assistant 
general manager of sales, gen- 
eral line, has been appointed 
general manager of sales, general 
line. R. L. Sullivan, formerly 
Atlantic district sales manager, 
general line, is now assistant 
general manager of sales, general 
line. W. C. Stolk, formerly as- 
sistant Atlantic district sales 
manager, general line, has been 
appointed Atlantic district sales 
manager, general line. 





model. 


Courtesy The Ironmonger, London, Eng. 

This model Tudor Galleon was entirely constructed of wire 
and woven wire. It is of metal throughout. Wire cloth was used 
for the sails and the decks are of Monel metal. The ship is the 





work of an at 


and craftsman on the staff 


of Wm. Riddell, Cousland & Co., Ltd., Springfield Wire Works, 


Glasgow, Scotland. 





L. A. KETTLE CLUB 
RESUMES MEETINGS 


The Los Angeles Pot & Kettle 
Club resumed its meetings early 
in September. At its Sept. 29 
luncheon meeting T. W. Gulley, 
vice-president of the National 
Enameling & Stamping Co., and 
John W. Boston, vice-president 
of Columbia Stamping Co., were 
guests. 

The thirteenth annual picnic 
of the club was held at North 
Hollywood Park on Oct. 11 and 
was attended by about 200 mem- 
bers, their wives and children. A 
turkey dinner was served by Har- 
old Suprenend and refreshments 
by Art. Clark. The sporting 
events of the day were races and 
a ball game. Every lady and 
child received a prize. 

The following committee mem- 
bers responsible for the success 
of the affair were: Weldon Read, 
California Hdw. Co.; Bill Smith, 
Griswold Co.; Bill Hitt, National 
Can Co.; Fred Brose, manufac- 
turers’ representative; Jack Bad- 
ham, Jr., Hoffman Hdw. Co.; 
Jack Cragg, Barker Bros.; Al 
Fischer, J. W. Robinson, and 
Carl Hobson, Harper Reynolds 
Co. 

At the luncheon, Oct. 13, 
Harry Terhune, HarpwarRE AGE 
representative, presented Paul 
Jesberg, who delivered an inter- 
esting commentary on topics of 
the day. 


VENEZUELA TO RAISE 
TARIFF ON APPLIANCES 


The Venezuelan Congress has 
passed the Tariff Revision Bill, 
which has been under considera- 
tion for some time, and it will go 
to the President for approval and 
official publication, according to 
a cablegram received by the 
United States Department of 
Commerce. The new rates of im- 
port duties will become effective 
ten days after official publication, 
but shipments in transit on that 
date will be exempt. It is under- 
stood that the bill provides for 
increased rates on passenger auto- 
mobiles, office appliances, elec- 
trical refrigerators, radios, and 
other products. 


CARROLLTON METAL HAS 
NEW FACTORY ADDITION 


The Carrollton Metal Products 
Co., Carrollton, Ohio, manufac- 
turer of Carlton Stainless Steel 
Ware and Carmet decorated metal 
ware has completed a new addi- 
tion to its factory and is carrying 
on operations in the new build- 
ing, which covers a space of 5100 
square feet. 
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HARDWARE SQUARE CLUB 
ENTERTAINS AT SMOKER 


More than 100 hardwaremen— 
members and guests—turned out 
to enjoy the annual smoker of 
the Hardware Square Club 675, 
held Oct. 20 at the Masonic 
Temple, 71 W. 23rd St., New 
York City. Professional enter- 
tainers provided a well-balanced 
program of songs and dances. 
James Nash, well-known hard- 
wareman, brought down the 
house when he sang “Sweet Mys- 
tery of Life” and other popular 
songs. Arthur Matthews, “The 
Singing Cop,” of radio fame, 
also sang for the audience. 

Ralph S. Allen, Diamond Ex- 
pansion Bolt Co., 48 W. Broad- 
way, New York City, secretary 
of the Hardware Square Club, 
headed the committee in charge 
of the smoker and was assisted 
by Roy Fowler, Franklin Hard- 
ware Co., 40 Franklin St., New 
York City, and by Henry Korn- 
rumph. Long Island Hardware 
Co., 27-55 Jackson Ave., Long 
Island City, N. Y. Lewis M. Ed- 
wards, American Saw & Mfg. Co., 
president of the club, welcomed 
the many guests, who came from 
all parts of the metropolitan area. 
A variety of refreshments was 
offered during the intermission 
and after the completion of the 
show. 

Prior to the smoker, a business 
meeting was held at which Syd- 
ney Atkinson, Brooklyn, presi- 
dent of the Brooklyn Hardware 
Association; Marcel Drucker, 
Guarantee Specialty Co., and Ar- 
thur Segerdell, Yale & Towne 
Mfg. Co., were elected to mem- 
bership. The Nov. 24 meeting of 
the Square Club will be held at 
The Merchant’s Restaurant, 72 
Park Place, New York City. 





CHI-NAMEL ENLARGES 
SALES FORCE 


The Chi-Namel Paint & Var- 
nish Co., 43 E. Ohio St., Chi- 
cago, has appointed Harley M. 
Hanson to do special sales su- 
pervisory work. Mr. Hanson was 
formerly with Lowe Bros., U. S. 
Gypsum Co., and the Phelan 
Faust Paint Mfg. Co. of St. 
Louis, and has spent 15 years 
in the merchandising of paint 
preducts. 

Robert C. Bergen, formerly 
with The Sherwin-Williams Co., 
has been appointed representa- 
tive for central Illinois. 





H. H. CLEVELAND WITH 
BONNEY FORGE & TOOL 


H. H. Cleveland, general sales 
manager of The Billings & 
Spencer Co., Hartford, Conn., has 
resigned that position to become 
associated with the Bonney Forge 
& Tool Works of Allentown, Pa. 
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Mr. Cleveland is well known to 
the wholesale trade through his 
24 years of association with Bill- 
ings & Spencer. 

For the past 60 years Bonney 
Forge & Tools Works have been 
manufacturing a complete line of 
wrenches, tools, drop - forgings, 
welding fittings, etc., and Mr. 
Cleveland will take charge of all 
tool sales in hardware, mill sup- 
ply and industrial fields. 

Due to the constantly increas- 
ing industrial activity, the com- 
pany plans a broader, more com- 
prehensive line of wrenches and 
tools for this field than it has 
ever before manufactured and 
important announcements will be 
made shortly. 





REPUBLIC STEEL MAKES 
SALES APPOINTMENTS 


The following appointments 
have been made in the sales de- 
partment of Steel and Tubes, 
Inc., a subsidiary of Republic 
Steel Corp., Cleveland, Ohio; Lee 
M. Hogan, former manager of 
advertising and sales promotion 
has been named district sales 
manager of the New York dis- 
trict; Irving Whitehouse, former 
assistant manager has been ap- 
pointed manager of sales promo- 
tion. A. R. Smith, who has been 
superintendent of the Elyria divi- 
sion of Steel and Tubes, was pro- 
moted to general manager of that 
division upon the retirement of 
A. E, Adams. 

PLAN ELECTRICAL 
HOUSEWARES WEEK 


Electrical Housewares Week, a 
national cooperative merchandis- 
ing event will be held Dec. 7-12 
to interest Christmas buyers in 
giving healthful, practical elec- 
trical housewares gifts. 

Sponsoring this activity is the 
Edison Electric Institute and 12 
NEMA manufacturers contribut- 
ing to the Electrical Housewares 
Program. The entire small ap- 
pliance merchandising field will 
be invited to participate and it is 
expected that virtually every im- 
portant utility company, depart- 
ment store and other electrical 
dealer will take advantage of this 
drive for additional Christmas 
business. 

A feature of the affair will be 
the installation of displays cen- 
tered around the Christmas theme 
and including copies of the at- 
tractive campaign poster. Awards 
will be made for the best dis- 
play. 

Associated with the Edicon 
Electric Institute in this promo- 
tion are: American Electrical 
Heater Co.; General Electric 
Co.; Hamilton-Beach Mfg. Co.; 
Knapp- Monarch Co.; Landers, 
Frary & Clark; Manninug-Bow- 
man Co.; Proctor and Schwartz 


Electric Co.; Robeson Rochester 
Corp.; Swartzbaugh Mfg. Co.; 
The Silex Co.; McGraw Electric 
Co. (Waters-Genter Div.); and 
Westinghouse Electric & Mfg. 
Co. 


“A-B-C” BAIT ISSUES 
TACKLE CATALOG 


The “A-B-C” Bait & Mfg. Co., 
137 E. Jefferson Ave., Detroit, 
Mich., has issued a compact and 
attractive booklet on its line of 
“A-B-C” fishing tackle. Of 15 
pages, this catalog illustrates and 
fully describes such items as min- 
nows, hook holders, casting rods, 
lines, baits, trolling outfits, and 
other equipment for the fisher- 
man. A special section is de- 
voted to equipment for winter 
fishing. Of special interest is 
the “A-B-C” Kompact Summer 
Kit and the display for Russian 
spoons or jiggers. Price infor- 
mation is included in the de- 
scriptions. 


BEVIN-WILCOX APPOINTS 
WEST COAST AGENCY 


The Bevin-Wilcox Line Co., 
East Hampton, Conn., manufac- 
turer of Pilot Brand fishing lines 
has appointed the Alden Glaze 
Co., as its representative in the 
Pacific coast territory west of 
Colorado. The complete line of 
the Bevin-Wilcox Line Company’s 
products will be on exhibition 
at the Alden Glaze headquarters, 
121 Second St., San Francisco, 
Cal. 


CAROLINAS TO MEET 
JUNE 8-10, 1937 


The Hardware Association of 
the Carolinas will hold its next 
annual convention in Winston- 
Salem, N. C., on June 8, 9, and 
10. Arthur R. Craig is secre- 
tary-treasurer of the association 
with headquarters at 803-6 Com- 
mercial Bank Bldg., Charhbotte, 
yt. 


NEW ENGLAND DEALERS 
TO MEET IN BOSTON 
The New England Hardware 


Dealers Association convention 
and exhibition will be held at 
the Hotel Statler, Boston, Mass., 
March 11, 12, and 13, it was an- 
nounced by G. C. Small, secre- 
tary of the association. The as- 
sociation’s headquarters are at 
140 Federal St., Room 225, Bos- 
ton. 





NEW RETAIL FIRM 
WISHES CATALOGS 


Hemstead Hardware & Supply 
Co., a new retail hardware firm 
at 265 Front St., Hemstead, Long 
Island, N. Y., would appreciate 
receiving manufacturers’ catalogs 
and price lists on the following 
lines: general hardware, electri- 





cal, plumbing, tools and paint. 





CHANDLEE DISCUSSES 
CONSUMER COOPERATIVES 


Consumer cooperatives were 
discounted as a serious menace 
to the retail hardware business 
by W. Blakeley Chandlee, secre- 
tary of the E. K. Tryon Co., 
Philadelphia, Pa., in an address, 
“Retailers Buying From Fac- 
tories,” delivered at the Oct. 15 
meeting of the Philadelphia Re- 
tail Hardware Association. “No 
matter how cooperative they may 
be,” he said, “they must face 
most of the vicissitudes of busi- 
ness their private competitors 
face.” 





W. BLAKELEY CHANDLEE 


The selling obstacle of better 
information on the part of the 
buying public was discussed by 
Leon Wachman, prominent re- 
tailer and member of the asso- 
ciation. He remarked that the 
customer is now more versed in 
tools and mechanics and _ there- 
fore presents a harder selling 
proposition. 

To meet chain competition, 
Mr. Wachman advocated under- 
selling the chains on any “spe- 
cial” or “thriller” they put out, 
even though at no profit. He 
queried if advance information 
could not be obtained through 
wholesalers or other sources, on 
items chains intended making a 
bargain drive on, so that retailers 
could cut prices in time to meet 
the chains. A successful program 
of underselling any item, chain 
stores displayed on their side- 
walks, was cited by William 
Davis. It works so effectively that 
the chain store manager soon 
takes inside his store the offend- 
ing item, thereby probably hav- 
ing to carry stock over and los- 
ing the profit expected from vol- 
ume sale. 

W. Glenn Pearce, managing 
director of PASHA, announced 
that the next convention and 
hardware show of the associa- 
tion will be in Pittsburgh the 
week of Feb. 20, 1937. 
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PATMAN LAW NOT MORE RESTRICTIVE 
THAN NRA SAYS FELIX H. LEVY 


Fear that administration of 
the new Robinson-Patman law 
would result in restrictions upon 
American business greater than 
those imposed by N.R.A. was 
dispelled by Felix H. Levy, for- 
mer U. S. Assistant Attorney 
General, before the annual meet- 
ing of the Manufacturers Asso- 
ciation of Connecticut at the 
Taft Hotel, New Haven, Conn., 
on October 29, 1936. 

“No reason exists for business 
men to be thrown into a state of 
panic or alarm by the new law 
or the uncertainty about its in- 
terpretation by the Federal Trade 
Commission. Manufacturers 
ought to welcome it,” Mr. Levy 
declared. 

“Recent assertions that this 
law creates drastic restrictions 
upon the free conduct of Ameri- 
can business to an extent even 
greater than caused by the 
N.R.A. are, of course, absurd. No 
one familiar with the exactions 
imposed by that law will uphold 
such a viewpoint. The new law 
does not even remotely approach 
the degree of perplexity and con- 
fusion created by N.R.A.” 

Reviewing main features of 
the law, Mr. Levy said that it 
“provides that a manufacturer 
shall give the same price under 
the same conditions to indepen- 
dent merchants that he gives to 
corporate chains. Manufacturers 
are free to compete among them- 
selves. They may not have the 
same prices, but each manufac- 
turer must treat his own custom- 
ers fairly and not discriminate 
. among them. 

“It is not a price-fixing law. 
It is opposed to price-fixing. The 





FELIX H. LEVY 


law provides for equal rights to 
all, and special privileges to 
none, aims to give every group 
the same rights and benefits un- 
der the same conditions and 
seeks to protect the consumer.” 

After suggesting general prin- 


ciples for guidance in  obser- 
vance of the law, Mr. Levy 
stated that “any company or 


firm conscious of the fact that 
its present policy includes prac- 
tices of discriminatory character 
should immediately undertake a 
study under advice of counsel 
with a view toward prompt cor- 
rection. 

“Pending further enlightment, 
a safe guide ought to be an hon- 
est study of any existing prob- 
lems so as to determine 
whether the questioned policy 
amounts to injurious discrimina- 
tions, not supported by sound 
business principles and business 
morality.” 





REPUBLIC WIRE MILL 
NEARS COMPLETION 


Republic Steel Corp.’s new 
wire mill is nearing completion 
at South Chicago. It is being 
built to accomodate high - speed 
crane, monorail and _tramrail 
operations and employs glass 
block and other new acid-resist- 
ing materials in the cleaning 
house. It has been laid out for 
closely integrated production of 
a complete line of wire and wire 
products. 

A minimum thickness of 5/16 
in. has been observed in steel in 
the outside crane runway build- 
ing, which accommodates the rod 
storage facilities. This section, 
100 ft. wide and 200 ft. long, will 
be served by a 200-ft. railroad 
siding from which bundles of 


rods produced in the adjacent 
rod mill or other Republic steel- 
producing plants will be unload- 


hooks of 214 ton capacity. The 
cranes will travel at a rate of 450 
ft. per minute and will lift at a 
speed of 120 ft. per minute. As 
a safety measure, walkways are 
being built adjacent to the crane 
girders. 

The cleaning department is to 
be served by cranes of the same 
type and capacity on a 40-ft. 
span. It has been provided with 
a steel of % in. minimum thick- 
ness and glass block is being 
used throughout the walls to pro- 
vide light without the introduc- 
tion of sash, which would be 
subject to destruction by the cor- 
rosive acids employed in the 
cleaning and pickling processes. 
The wire drawing, process stor- 
age, galvanizing and fence de- 
partments, which extend in a 
straight-line layout over a length 
of 675 ft., have a clear span of 
100 ft. Aiken-type monitors with 





ed by one five-ton crane, with two 
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two high bays and one low bay 
in alternating sequence, are used 


throughout this section and the 
adjacent nail and warehousing 
departments. Walkways and lad- 
ders are being built over the roof 
to permit frequent cleaning of 
the monitors. 


ALLEN JOINS STAFF OF 

WM. SCHOLLHORN CO. 

Walter A. Allen has recently 
joined the executive staff of The 
Wm. Schollhorn Co., New Haven, 
Conn., manufacturer of standard 
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WALTER A. ALLEN 


and special purpose pliers. Mr. 
Allen, who will have direct 
charge of sales promotion and 
advertising for the Schollhorn 
company, is a member of The 
American Marketing Society and 
has been active in sales and mar- 
keting work for 18 years. Before 
joining the firm, Mr. Allen was 
president and general manager 
of the Federated Sales Service, 
Inc., of Boston, Mass. 

Mr. Allen is considered one of 
the leading authorities on selling 
through manufacturers agents as 
well as the commission method of 
remuneration for salesmen. Mag- 
azines devoted to sales and ad- 
vertising have carried several 
articles on this and other sub- 
jects by Mr. Allen. 





W. M. CARY, JR.. NOW WITH 
PITTSBURGH SCREW 


Wilson Miles Cary, Jr., former- 
ly associated with the Jeffry Mfg. 
Co., Columbus, Ohio, is now with 
the Pittsburgh Screw & Bolt 
Corp., in a sales capacity and 
will be located at its New York 
office at 630 Fifth Ave. 





CHRISTMAN TO MANAGE 
CHICAGO MILCOR PLANT 


Louis Kuehn, president of the- 
Milcor Steel Co., Milwaukee.. 
Wis., has announced the appoint- 
ment of J. Harry Christman to 
have complete charge of the com- 
pany’s Chicago plant. The ap- 
pointment became effective Oct. 1. 





J. H. CHRISTMAN 


Mr. Christman was formerly 
sales manager at Milwaukee and 
has for some time been a vice- 
president of the company. He 
has been associated with the 
Milcor Steel Co. since 1913. He 
became sales manager in 1918, 
in which capacity he served un- 
til his recent appointment. His 
activities among dealers and in 
behalf of builders’ associations 
in all parts of the country have 
made him one of the most wide- 
ly known men in the sheet metal 
industry. 


SIMONSEN JOINS RED 
JACKET SALES STAFF 


In line with a general ex- 
pansion of its merchandising and 
sales organization, the Red Jacket 
Mfg. Co., Davenport, Iowa, manu- 
facturer of water systems has an- 
nounced the appointment of 
Foster Simonsen of Chicago as 
vice-president in charge of sales. 
Mr. Simonsen for the past two 
years has been manager of the 
building material department of 
Montgomery Ward and Co. in 
Chicago and has had charge of 
that division in both the retail 
stores and mail order business of 
the company throughout the 
United States. Prior to that, he 
was in charge of the National 
Four-Square sales program of the 
Weyerhaeuser Sales Co., with 





headquarters in St. Paul, Minn. 





HANSON THOMAS NOW ASSOCIATED 
WITH RUSSELL, BURDSALL & WARD 


Hanson Thomas, formerly 
vice-president and general sales 
manager of Oliver Iron and Steel 
Company, has resigned to be- 
come associated with Russell, 
Burdsall & Ward Bolt and Nut 





Company. 


Mr. Thomas will be located in 
Philadelphia in charge of sales 
in that territory but will also 
carry on certain special sales 
operations for Russell, Burdsall 
& Ward in relation to general 
customer contact. 
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ZINC INSTITUTE FORMS 
GALVANIZERS’ COMMITTEE 


The initial meeting of the 
Galvanizers Committee under the 
sponsorship of the American 
Zinc Institute, 60 E. 42d St., 
New York City, will take place 
at Pittsburgh, Nov. 18 and 19. 
A temporary organizing com- 
mittee has been formed, consist- 
ing of the following members: 

G. A. Brayton, Newport Roll- 
ing Mill Co.; F. W. Brown, In- 
land Steel Co.; N. E. Cook, 
Wheeling Steel Corp.; B. F. 
Finkbone, American Rolling Mill 
Co.; N. E. McCoy, Gulf States 
Steel Co.; J. L. Schueler, Con- 
tinental Steel Corp., and F. G. 
White, Granite City Steel Co. 
Mr. White is chairman and 
Ernest V. Gent, secretary of the 
American Zinc Institute, is acting 
as secretary. 


The two-day program at Pitts- 
burgh will include morning and 
afternoon sessions. The subjects 
for discussion will cover techni- 
cal and operating problems in 
the galvanizing department with 
special reference to the galvaniz- 
ing of sheets. 

Plans will also be presented 
for the formation of a perma- 
nent organization including the 
adoption of a constitution and 
by-laws. A permanent governing 
body will be elected to take the 
place of the temporary organiz- 
ing committee now functivning. 

Pending final organization, it 
has been decided to limit the 


attendance at the meeting to: 


executive, operating and techni- 
cal men of companies producing 
galvanized sheets. Formal invi- 
tations are now being issued 
under the direction of the or- 
ganizing committee and _atten- 
dance to the meeting will be 
testricted to those invited. 

The new district sales man- 
agers in the several operating de- 
partments which comprise over 
50 separate divisions each in 
charge of a superintendent, will 
strive to make aggressive and 
well-conceived selling thoroughly 
understood and practiced by the 
express employees in all these in- 
dividual territories with the sales 
department providing the inspira- 
tion and “ammunition.” 





WOOSTER SENDS MAN TO 
COVER CHINESE MARKETS 


The Wooster Brush Co., Woost- 
er, Ohio, has appointed Lee Chun 
Chao as full-time representative 
to cover the Chinese bristle mar- 
kets. Mr. Chao is thoroughly 
familiar with bristle requirements 
and standards of the company, 
having worked in its various 
bristle departments for some 
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time. He will spend his full time 
in the principal bristle producing 
sections of China exclusively for 
the company and his work there 
will be supplemented by the con- 
tinuation of the regular trips 
made to China for that purpose 
by Wooster officials. 


VALENTINE & CO. NAMES 
WESTERN MANAGER 


P. W. Ross has been appoint- 
ed Western Trade Manager, 
working out of Chicago, of Val- 
entine & Co., New York City, 
paint and varnish manufacturer. 





P. W. ROSS 


Mr. Ross has been actively en- 
gaged in the paint business for 
the past 15 years, and for 10 
years represented Devoe & Rey- 
nolds in the northwestern states, 
with headquarters in St. Paul, 
Minn. He has also been associ- 
ated with Berry Brothers, for 
whom he covered the central 
states. 


HARDWARE FIRMS 
ENTERTAIN EMPLOYEES 


The Glasgow-Allison and Char- 
lotte Hardware Companies of 
Charlotte, N. C., were host to 
approximately 75 employees re- 
cently at a banquet and bowling 
party. Robert Glasgow was toast- 
master and H. J. Allison made a 
speech of welcome. A short talk 
was made by M. N. LeNeave and 
a number of impromptu enter- 
tainment features were given. Af- 
ter the banquet, the guests en- 
joyed bowling. 


BLAKE & JOHNSON WILL 
BRING BACK STAR BRAND 


The Blake & Johnson Co., Wa- 
terville, Conn., recently  pur- 
chased from The American Brass 
Co., its Anaconda Copper Rivet 
and Bur business and will con- 





tinue to manufacture those prod- 
ucts as well as distribute them 
under the old name, Star Brand, 
through hardware wholesalers and 
mill supply firms. 

Additions and improvements 
have been made in the complete 
line of Star Brand Copper Rivets 
and Burs. New literature for 
wholesalers and dealers, new 
price list and other material are 
now being distributed and are 
available from the company. 

Blake & Johnson was establish- 
ed in 1849 and are manufacturers 
of machine screws, machine screw 
nuts, stove bolts, screw machine 
products, and special headed and 
threaded parts made from wire 
and rod. The name, Star Brand, 
was originated and formerly own- 
ed by The American Brass Co., 
and its predecessors since Civil 
War days. 


WILLIAM R. COLE, JR. 


William R. Cole, Jr., 46, presi- 
dent of William H. Cole and 
Sons, Baltimore, Md., died sud- 
denly, Oct. 13, at his home in 
that city. Mr. Cole was active 
in Baltimore business circles; a 
former president of the Rotary 
Club; a member of the Balti- 
more Country Club; the Mer- 
chants Club, and the L’Hiron- 
delle Club. He leaves his widow, 
and three daughters. 


CLARENCE M. PEDDICARD 


Clarence M. Peddicord, presi- 
dent of the Georgia Hardware 
Co., Brunswick, Ga., and a for- 
mer mayor of that city, passed 
away Oct. 20 after a long illness. 
He is survived by his widow and 
a daughter. 


HENRY W. TAYLOR 


Henry W. Taylor, 86, proprie- 
tor of the H. W. Taylor Hard- 
ware store in Clarendon, Tex., 
passed away at his home there, 
Oct. 17, after a lingering ill- 
ness. He leaves four sons and 
two daughters. 





THOMAS EMERSON 


Thomas Emerson, 75, who op- 
erated the hardware and gro- 
cery firm of Thomas Emerson & 
Co., Clinton, Ky., for nearly 50 
years, died Oct. 17 in a Memphis, 
Tenn., hospital. Mr. Emerson 
was a former bank president and 
one of the largest landowners in 
that section of the country. He 














NEW SECRETARY FOR 
DAYTON ASSN. 


Joseph Schad, president of the 
Dayton Retail Hardware Dealers 
Association, has announced the 
appointment of Lawrence Poole 
of the Jones- Poole Co., 1928 
North Main St., Dayton, as secre- 
tary-treasurer of the association. 
Mr. Poole succeeds John IH 
Kramer of Kramer’s Hardware 
Co., 138 E. Third St., who re- 
signed. 


B. C. WOOD RECOVERS 
FROM OPERATION 


Benton C. Wood representing 
John K. Wilson Co., manufac- 
turers representative, 807 Whit- 
aker Bldg., Baltimore, Md., in 
the Southwest, has recovered 
from a_ serious operation at 
Houston, Texas, and is well 
enough to continue his trip. 
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leaves his widow, a son, and a 
daughter. 


CHARLES E. BOWEN 
Charles E. Bowen, 83, well 


known hardware dealer, plumber 
and tinsmith of 707 Washington 
St., Anthony, R. I, passed away 
Oct. 12, following an illness of 
two weeks. He had been in 
business in Anthony for the past 
50 years. 


ENOCH WOOD 


Enoch Wood, 78, oldest mer- 
chant in Coalton, Ohio, in length 
of years, passed away recently 
after an illness of several weeks. 
He was the proprietor of a large 
hardware store in Coalton, which 
has been under the supervision 
of his son, Homer. 

Mr. Wood began his long busi- 
ness career in the employ of a 
firm of contractors, later going 
into business for himself. He 
subsequently established a lum- 
ber yard and in 1908 purchased 
the Southern Coal & Iron Co. 
store, in which he conducted his 
hardware business. He leaves his 
widow, two daughters and three 
sons. 


C. F. BORDEN 


C. F. Borden, pioneer hard- 
ware merchant of Shoshone, 
Idaho, and prominent citizen of 
that state, died at his home Oct. 
11 after a short illness. Mr. 
Borden came to Shoshone in 1906 
and established a_ blacksmith 
shop, which gradually expanded 
into large scale operations in 
hardware, lumber, coal, and 
grain. 
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Fruehauf Hdw., Lakewood, Ohio 


zeavzsavan 
ve iets isaeecessevesseneel aaa 
age wy 
Andale a AG fe 
Medici ini ecievetrertvciel | ORBEG 


RY, 
ay Mi Ht 


ay) 


ws 
JAE THAI Me 


—— Windows for Fall 


08 
nuanaanniay i AN 
a SM y i 

















a 





LTT iii iti / iif, HY A 
TR Ly PHY TOE EE WSS Wi Wi vente Wii 
i} IMAM AAS 
aH HH Hi iii Ny HA EY i PMH AL) 
oo Me aM Mi) A, UT} 
Wii Me i) 


Hh ” 
Mi HHH iii yi i Wy 


WD) 


vii 

PANY) 

ai 

1 Wy, seeeeeees 

Pea) ME, He CIEL 
OTT ae Hist Ui {i iy i Hy if ij 

OOOO AD HH 
Uy) UA Ws iil) 
HY Ys is 


C0084 VINNENE 
Hy Nii WN yy) LY 


YULLELYLI YY AI DY 
Hi Wi ILL 
’ 


vail “4 iii iin 
WN, WT YY) pat 
iii UT 
iff Wi HH BD NNO 
WH AM svenes 
ay Mii 


i li 
ial 


i 


ON THE 
FIELD 
ekohs-7-a45 
NECESSITIES 








Ha, 


mem 


Hill 
i My 





| 


yy nen 


OOOO) 


DOA 
EEE TESST 
AEA RA RY PR HY ‘ OO 
I! PIXXX YY aa 
WY) XA ve 
. eeeeenees BY) 
' A09vensesvevvve tens 
POLLED yy 
TAU ee Wa) 
ER HY) Hii Wa 
Hl viii ' ‘ 

SHV HHNUNHNNueatits A A A al ny) BY 

Hibee EEG Wn) 
PAUIRISSISASSUNA NAAN NTE CONGO yy 


“aM 
NN Nias NYY) 
BY 


MIAMI SOU) 
SUTVUN DEERE ENSUES VO 


+4 
Ay OOO 


te ts 
RY 
OO 
TE 
SS 


WE 


i, 
CU 





HARDWARE AGE 


























































































































UTUMN brings a resumption 

of trade for the hardware 
store, provided the hardware mer- 
chant calls the attention of the 
buying public to his windows and 


Bentley Hardware, Kinsley, Kan. 


NOVEMBER 5; 1936 














store displays. The windows sug- 


gested on these pages were se- 
lected for their selling power. 
The photos come from the Frue- 
hauf Hardware Co., Lakewood, 





Ohio, and Bentley Hardware Co., 
Kinsley, Kan., respectively. The 
sketched windows and the photos 
are clearly reproduced so that 
you may use them too. 




















HARDWARE AGE 
FIFTY-YEAR CLUB 


OSCAR BOETTICHER 


ONE HUNDRED AND FIFTY-SIX YEARS of 
affiliation with Boetticher & Kellogg Co., Evansville, Ind., 
wholesale hardware distributors, is the unusual record of 
the three Boetticher brothers—William H., Oscar and 
Carl F. 


WILLIAM H. BOETTICHER, president of the com- 
pany, started with Boetticher & Kellogg Co. in 1882 at 
the age of 14. After eight years of inside work he be- 
came a traveling salesman for the company, covering 
a southern Illinois territory. He continued to travel until 
1926, and in 1934 he retired from active participation in 
the wholesale hardware business. He is at present presi- 
dent of the Advance Stove Works, Evansville, Ind., and a 
director of the National City Bank, also of Evansville. 
Mr. Boetticher is 75 years old and was born December 6, 
1860. In former years he was a thorough huntsman, 
being interested in both large and small game. For many 
years he has been an ardent fisherman and now spends 
four months each year in Florida, where he goes deep sea 
fishing and enjoys it thoroughly. 


OSCAR BOETTICHER, vice-president of Boetticher 
& Kellogg Co., has spent fifty-two years with that com- 
pany. When he entered the business at the age of 17, in 
1884, his father and Mr. Kellogg were the owners and 
managers of the company. His chief hobbies are travel 
and horseback riding. Oscar Boetticher sums up his 
hardware career from the day of his entry into the busi- 
ness by saying: “I have been in the hardware business 
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WILLIAM H. BOETTICHER CARL F. BOETTICHER 


ever since and have never had a fire or a failure. I have 
had a lot of pleasure and a lot of grief and tribulation. 
I started with the company as an assistant porter, and 
still act in that capacity. I guess that is the fate of all 
vice-presidents.” From his early days with the company 
he has always been well liked by the manufacturers and 
retailers with which his company does business. Mr. 
Boetticher can always be counted on to give his fullest 
cogperation in any movement for the betterment of the 
hardware industry. 


CARL F. BOETTICHER is the youngest of the 
three brothers who are active in the direction of the busi- 
ness of the Boetticher & Kellogg Co. He is vice-president 
and sales manager of the company. Just 14 when he first 
worked for the company, he started as a messenger boy, 
working odd hours after school and on holidays. Upon 
finishing the eighth grade of public school he went to a 
private school for two years and then became an assistant 
porter at the “Bee-Kay” plant for a salary of $2.00 per 
week. As Carl F. Boetticher puts it, “Being the youngest 
of the three brothers in this firm, you can imagine who 
has taken the most knocks.” He is 64 years old and has 
kept himself fit by traveling and walking. Mr. Boetticher 
and two other men walk every Sunday morning from 7 
until 10 A. M., never walking less than eight miles and 
frequently a good deal farther. Good or bad, the weather 
never interferes with these Sunday morning “hikes.” 
Walking is his favorite recreation and is one of the most 
healthful. he believes. 
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In Greensboro, 
North Carolina, 


THEY 


—This story tells you how the 
Chamber of Commerce helps 
build Christmas trade for 
Greensboro merchants. 


ry. EACH people to come to 
your town to play and they 
will come to buy, is the 
theory upon which the aggressive 
and progressive Chamber of Com- 
merce of Greensboro, N. C., oper- 
ates insofar as its Trade Promo- 
tion Committees are concerned. 
Throughout the year they have a 
planned series of events that are 
designed to bring people into 
Greensboro from a wide area that 
has been thoroughly surveyed and 
exhaustively studied for its actual 
trading possibilities. There are 
their “Million Dollar Days” in 
February, normally the poorest 
month in the year, and _ these 
“Million Dollar Days” are actu- 


ally created events to stimulate 
interest in Greensboro’s retail 
establishments. The plan is to do 
a million dollar business a day in 
the retail stores of Greensboro and 
there are promotions for Easter, 
Spring Clean-ups and Fourth of 
July events. There are August 
Sales, Thanksgiving and _ finally 
Christmas celebrations. 

The details of the Christmas 
celebration is of importance at 
this time as it lays the foundation 
of every town’s Christmas success 
as far as retail trade is concerned, 
and if there is no retail trade 
there is a poorer Christmas all 
around. 

Early in September, some years 
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ago, Greensboro saw its first real 
plans for a Christmas event to be 
held the first Friday after Thanks- 
giving. It was, at that time, vir- 
tually the celebration of one large 
store and consisted of a makeshift 
parade of all sorts. It was suc- 
cessful as far as it went, and pro- 
vided the incentive for the Cham- 
ber of Commerce to go on with 
others that were to grow into an 
annual event of real importance. 

Following the practice of the 
first meeting, the merchants under 
the shepherding of C. M. Ketchum, 
manager of the Chamber, meet in 
September of each year to formu- 
late plans. The first step is to 
appoint committees to handle the 
many segments of the main plan. 
One of the committees whose work 
must precede all others is that for 


street decorations. This commit- 


tee provides the miles of laurel 
roping that is draped along the 
streets from the lighting standards 
and spiraled down the posts. At 
first the donations from the mer- 
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chants were sufficient to provide 
only the laurel roping, but a 
certain amount of decorative ma- 
terial is accumulated from year 
to year and each year sees more 
on hand to be kept over. Now the 
laurel is enhanced with colored 
lights that add a great deal of 
color, while in the daytime the 
bright colored lamps unlighted 
also add color. 


Tree Decorations 
Provide Atmosphere 


The committee on trees is 
usually made up from the fire de- 
partment and the work is well 
taken care of by this group. The 
trees are placed at corners and 
intersections as well as at squares 
where they are handsomely deco- 
rated with brightly colored lights. 

The amount required for the 
decorations having been ascer- 
tained and a sufficient amount 
added for other expenses such as 
prizes for the floats in the parade, 


PARADE 


etc., the assessments are made 
upon the merchants on a front- 
footage basis. 

All this creates news interest 
and the Greensboro papers carry 
prominent stories that get the pub- 
lic thinking in terms of Christmas 
immediately after Thanksgiving. 
This is a long step forward in 
any Christmas merchandising plan 
the retailers may have in mind. 

A committee is appointed and 
given responsibility for each of 
the following: floats, music, pony 
section, bicycle section, commer- 
cial section. Sometimes a com- 
mittee of one is all that is neces- 
sary while in other cases, such 
as the music, it is a real job for 
several members to arrange for 
the music that will fit well to- 
gether. 

In the control of floats, it has 
become fairly well understood in 
Greensboro that out-and-out ad- 
vertising is taboo. The whole 
idea is aimed at the entertainment 
of the children, and an instance 
of how this is accomplished is 
in the enlistment of the schools 
and colleges. Their floats were 
built around the theme of fairy 


(Continued on page 102) 


The Christams parades in Greensboro, N. C., are major events of the year in that city. Holiday trading is profitable. 
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When night falls in Ogden, Utah, thousands of lights make the 
city an even more attractive place to shop for Christmas gifts. 
Lighting standards are decorated with lighted posters which add 


to the Christmas spirit. 


CHRISTMAS LIGHTING 
ADDS TO PROSPERITY |i4-¥ 
IN OGDEN, UTAH... 


ARDWARE stores of Og- 
H den, Utah, in 1935 in- 

creased their Christmas 
business from 20 to 25 per cent 
over 1934 with brightly colored 
electric displays. They, in coop- 
eration with other merchants of 
Ogden, a city of 40,000, created a 
fairyland of lights—a modern dis- 
play of colored globes arched 
over the business district and 
about the store fronts. Among the 
local hardware firms prominently 


At 


identified with these holiday dec- 
orations were the George A. Lowe 
Co., Klenke Hardware Co., and 
Reed’s Rite Way Stores. 

Henry A. Turner, merchandise 
manager of George A. Lowe Co., 
tells us, “Our trade was increased 
25 per cent by holiday decorations 
in 1935. We know they boosted 


trade because our customers men- 
tioned the displays when they 
came in to shop. ‘We just dropped 
in to see the decorations but we 
decided to do some shopping as 
well,’ they say.” 

The Lowe store was winner of 
the prize for the best interior dec- 
orations in the city and attracted 
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shoppers, from all walks of life, 
who came to view the displays. In 
addition, the store won prizes for 
the best window displays, to which 
early shoppers were attracted by 
the intriguing features exhibited. 

One of the most unique holiday 
light displays was the store’s 
Merry-Go-Round, which took hol- 
iday decorations ’round and ’round 
and brought trade into the store. 
A loud speaker was installed in 
the music box center. As the min- 





Homes und stores share the beauty of artificial lighting. Below: The hardware 
store of Lowes, one of the pioneers in the Christmas lighting idea in Ogden. It 
would be difficult to measure the great improvement to Christmas business by the 


addition of artificial lighting. 
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iature Merry-Go-Round was ro- 
tated by a motor, the horses and 
dolls moved up and down as well 
as in a circle against carnival 
background. It was designed and 
patented by Carlyle Wight, win- 
dow decorator for the company. 

Another of the novel ideas was 
the showing of Santa’s Workshop 
with the elves making toys. The 
elves were imitation figures with 
mechanical movements and dolls, 
tiny wagons, and other toys went 
by on a belt that revolved about 
the North Pole, through tunnels, 
etc., and came out a finished 
product. 

There were also beautifully il- 
luminated Christmas trees about 
the store interior and festoons of 
lights effectively decorated the 
roof. The unusual displays won 
widest attention, however, and an 
example of effectiveness in dec- 
oration was noted in the Santa 
Claus float. He had previously ar- 
rived by bobsled, automobile, and 
airplane, but last year he came 
via a’railroad work car, on which 
was mounted imitation reindeer 
and a real cutter sled. A loud- 
speaking arrangement was con- 
nected to the trolley. Hundreds of 
shoppers turned out to see Santa 
and his wife arrive. 

An original and very effective 
Santa display increased the holi- 
day business of the Klenke Hard- 
ware Co. by 20 per cent. John M. 
Klenke, manager, says: “When the 
lights were turned on, hundreds 
were on hand to see them and 
view our window displays. Shop- 
ping started with a bang and con- 
tinued, thanks to the lights.” 

The “Santa Is The Man In The 
Moon” idea used by the store was 
originated by F. E. Clawson, ar- 
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tist and friend of Mr. Klenke. 
The decoration depicted Santa as 
the man in the moon, looking 
down on the hardware store and 
was arched in the center of the 
street. Its visibility attracted many 
shoppers to that end of the street. 
The design was four feet high and 
lights, in gay colors, draped down 
to the store from above the trol- 
ley wires, where it was held in 
place. 

Reed’s Rite Way Stores used 
festoons of lights and Santa in 
the window. Action displays were 
featured and the lights flashed on 
and off in an effective fashion. 

Tying in with these efforts of 
the hardware merchants and others 
to create customer-getting displays 
were the city’s street decorations 
They were arched across the main 
street and consisted of strands of 
red, green and yellow lights at 
25-ft. intervals with the globes 
two feet apart. They were kept 
burning from six to ten o'clock 
each evening, with the hours ex- 


This window display by T. Jimmy Poitras, for Morley Bros., Saginaw, 


tended past midnight on Christ- 
mas Eve, Christmas night, New 
Year’s Eve and New Year’s night. 
Poster designs were placed on 
lamp posts on either side of the 
street at intersections. Overhead 
were hung displays, such as giant 
eight-foot stars outlined in lights; 
huge candelabra lights with large 
candles, topped with red globes; 
big Christmas bells, rimmed with 
lights, and seasonable wreaths 
brilliantly illuminated. Spotlights 
were used to throw the poster de- 
sign on the poles in bold relief. 
Novel displays were also fea- 
tured, originality and artistry 
playing equal parts. “The Three 
Pigs,” “The Big Bad Wolf,” and 
others were included as well as 
holy scenes, such as the Nativity. 
In the residential section, the 
displays consisted of candle ar- 
rangements of lights, holiday 
scenes, New Year character in 
poster arrangements, stars, and 
strings of lights about the eaves 
of the homes. A home lighting 





a high grade, prestige building window for Christmas sales. 
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competition was conducted with 
the Utah Power and Light Co. and 
The Standard Examiner cooperat- 
ing. Electrical prizes, taken from 
the hardware stores were offered 
as awards. 

Holiday lighting plans were 
mapped in November by the hard- 
ware merchants and others, who 
were called to assemble in the 
Chamber of Commerce clubrooms. 
The dealers appointed a Christ- 
mas lighting committee, with a 
chairman, a member of the power 
company. The plans were then 
turned over to the group to ar- 
range for the new displays needed 
and to set the price of assessments. 

To stimulate additional interest 
in the displays, the merchants so- 
licited the help of art students at 
the junior and senior high schools. 
Cash prizes were offered for the 
best suggested decoration for a 
store front, interior, or corner arch 
street display. The art teachers 
took the matter up as a project 

(Continued on page 104) 





Mich., offers a suggestion for those wishing to use 
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CHRISTMAS TRAFFIC 


Howell Bros., Richmond, Virginia, | 
by featuring regular items, get 
full share of holiday trade. 


ARDWARE provides lines 
H with which to make real 
Christmas shopping traf- 
fic in the store that gives it an 
opportunity such as that of Howell 
Brothers, at 6th and Broad Streets, 
Richmond, Va. With a location 
almost opposite Richmond’s lead- 
ing department store, one of the 
really progressive department 
stores of the country, Howell’s 
sales floor is one of the busiest 
in town at the Christmas season. 
Much of the trade enjoyed by 
Howell’s is, of course, due to the 
high type of hardware store ser- 
vice rendered throughout the year 
through their sporting goods de- 
partment, but this same service 
builds prestige and makes people 
naturally turn to them when in 
need of Christmas gift goods. 

The sporting goods department 
is located on the balcony, where 
sport clothing from caps to boots 
is obtainable, fishing _ tackle, 
with everything needed for trout 
to deep sea fishing; radio, Boy 
Scout supplies and accessories, 
including field glasses and every- 
thing the Scout needs, except his 
uniform. In fact, this department 
supplies most of the items close 
to the heart of fathers and sons 
alike. 

From the beginning of the hunt- 
ing season to Christmas this de- 
partment will dispose of about 
100 guns of high quality. While 
many are sold for cash, the de- 
partment also does a good business 
on the easy payment plan, the 
trade being largely made up of 
customers well known to the firm. 
Robin A. Frazer is the guiding 
hand in this balcony department 
of sporting goods and his friend- 
ly attitude with the large number 
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of boys who come to him for their | 


model plane - making supplies, 
radio goods, harmonicas, etc., is 
good to see. They are all “son” 
to “Bob” and his advice and 
understanding is appreciated by 
them. 


On the Balcony 


The balcony department was 
thought at first to be a doubtful 
adventure due to the fourteen 
steps to climb, but Bob Frazier 
was confident that with the right 
atmosphere he could bring boys 
and their parents through the en- 
tire store and up the steps. To 
stand for an hour or so during 
the Christmas season and watch 
the number of people mount those 
fourteen steps would amply con- 
vince anyone that it can be done. 
Naturally the Howell firm would 
like to make their stock as con- 
venient to customers as possible, 
but they are handicapped as many 
hardware stores are, with a nar- 
row building and while making 
the most of their opportunities, 
they also have the advantage of 
bringing people through the store 
and exposing them to all the other 
attractions the store has to offer. 
Among these are such items as 
cutlery that gleams on the bright- 
ly lighted illuminated display 
tables, flashing Christmas tree 
lights and decorations, brass fire- 
place accessories, and other at- 
tractive hardware merchandise. 

The balcony also shows dis- 
plays of table tennis, archery, and 
the model airplane line has been 
a winner. A year’s sales of these 
toys are well over 1500 planes. 
Mr. Frazier states that in Rich- 


(Continued on page 63) 
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Great care is exercised by Brown-Rogers-Dixson in providing a Santa Claus who really con- 
vinces the children. Here he sits beside the Christmas “postal station” where letters to Santa 
ure dropped. 
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Brown-Rogers-Dixson, 
Winston-Salem, N. C., 
point the way to high 
grade Christmas mer- 
chandising for hard- 


ware stores. 


LOSE by the tobacco mar- 
C kets of Winston-Salem, N. 

C., is the hardware store 
of Brown-Rogers-Dixson, one of 
the busiest in the state, and one 
of the most progressive. Tobacco 
farmers, cotton growers from the 
other side of North Carolina, peo- 
ple of wealth, laborers’ families, 
all look upon this old established 
and friendly store as a logical 
place to buy Christmas gift mer- 
chandise. In fact, this store has 
experienced no great trouble dur- 
ing the depression years that have 
been such a bugbear to others 
throughout the country. The to- 
bacco country has seen greatly 
improved prices of late—from 
around 8c a pound to 19c¢ and 
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A large lighted tree adorns the store and garlands of laurel and lights make 
Brown-Rogers-Dixson’s store an outstanding Christmas point of interest 


20c at time of writing, and qual- 
ity merchandise has never ceased 
to flow freely through Brown- 
Rogers-Dixson’s store. Much of 
the success that this firm has en- 
joyed has been due to a long 
established reputation and atmos- 
phere of friendliness. The present 
management recognized this as 
one of the store’s best assets and 
has endeavored to foster and in- 
crease it. 

Winston-Salem enjoys good in- 
dustrial conditions in other fields 
than tobacco. There are hosiery, 
underwear, woolen, furniture and 
other factories besides the great 
Reynolds tobacco industries. The 


city’s internal revenue paid 


amounts to $350,000 per day and 
the population has attained the 
handsome figure of some 80,000. 
Former statistics gave Winston- 


Salem 48,000. Although it is 200 


miles from navigable water it is 
claimed that it exceeds Galveston 
and Chgrleston as a port of entry. 
Twenty-four railroad lines and 
three steamship companies have 
offices there. Its extremely favor- 
able climate and its good roads 
surrounding make ‘for good retail 
business. 


Christmas Merchandising 


C. A. Jenkins, advertising and 
display 
Rogers-Dixson is fully equipped 
through study and travel to in- 
stall the finest of modern dis- 
plays, but be believes in the type 
of decorations and store arrange- 
ments that tend to make their 
customers feel at home and com- 
fortable while shopping. In line 
with the practice of good hard- 
ware merchandisers everywhere, 
Brown-Rogers-Dixson begin their 


manager for Brown- 
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Christmas selling the day follow- 
ing Thanksgiving. In fact, Mr. 
Jenkins spends his holiday getting 
the store ready to open with a 
bang next morning. Laurel gar- 
landing and Christmas stars are 
all in place and a_ thirty-foot 
evergreen tree is placed on the 
roof of the building on the Fifth 
Street side. In addition to this 
striking decoration, more laurel 
is draped across the facade of 
the building. It creates a beauti- 
ful effect and is one of the best 
means of focusing public attention 
on this hardware store as a gift 
headquarters. 

Inside the store a good method 
of livening up the sales floor and 
promoting the feeling of motion 
throughout the store is used. It 
consists of a series of wallboard 
stars about 24 inches across the 
points, placed along the top of 
the shelving or display panels. 
Behind these stars are red flasher 
lights that liven up the scene 
immeasurably. 

While it is admitted that the 
location next to the tobacco auc- 
tioning market is a great boon to 
Brown-Rogers-Dixson, it must be 
said that the high-grade decora- 
tive effects on the building and 
in the store would bring people 
a great distance. 

Mr. Jenkins states that one of 
his greatest difficulties is to keep 
merchandise in the windows, qual- 
ity wheel goods and Christmas 
merchandise generally moving so 
fast that it has to be sold from 
the window nearly every day. It 
is an outstanding example of a 
hardware store which has taken 
the initiative in this Christmas 
trade getting and made itself 
dominate it, rather than trailing 
behind. It requires enthusiasm 
for the work, but it is well worth 
the effort in the opinion of 
Brown-Rogers-Dixson. 

Inside the store, when the 
transformation is to take place, 
the regular open display tables 
are fitted with covers consisting 
of galvanized sheets set upon 
blocks six inches high and cov- 
ered with holly paper. This per- 
mits reaching under for an occa- 
sional requirement from the 
regular tables and at the same 
time gives the Christmas display 
the attention it deserves. 

Wheel goods, toys and all mer- 
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chandise that make suitable gift 
goods are brought out and dis- 
played in volume. Where items 
are in packages they are stacked 
and given mass display. Every 
advantage is taken of colorful 
packages to attract and stop cus- 
tomers. This mass display of 
goods seems to stimulate buying 
to a marked degree over ordi- 
narily slim showings. Ledges and 
shelving tops are denuded of 
wheel goods because of the rapid 
selling. 


The Christmas Catalog 


Simultaneously with the open- 
ing of the store for Christmas 
selling, customers receive the 
Brown-Rogers-Dixson Christmas 
catalog. 20,000 are sent out to 
the firm’s mailing list. They are 
prepared by the advertising de- 
partment and they are a credit to 
any store. They are neatly printed, 
the illustrations are the latest 
cuts of the actual merchandise 
being offered and the appearance 
of this catalog would inspire con- 
fidence in anyone receiving it 
that the merchandise is well worth 
the money asked for it. No bat- 
tered cuts or type and no inferior 
ink is used. Mr. Jenkins places 
great importance on these details 
in building prestige for his firm. 

The radio is used to call at- 
tention to the attractions at the 
store and it has been successful 
so far. A well-dressed and made- 
up Santa Claus is exploited over 
the air and there is a cleverly de- 
signed “post-office” in the form 
of a Christmas Castle about six 
feet high and having a real mail 
slot in the door. In this, children 
drop their requests to Santa and 
these are all carefully gone over 
and noted. Some are read over 
the air on the firm’s quarter-hour 
period and a great deal of interest 
is built up locally. Sometimes an- 
nouncers are temporarily embar- 
rassed by the requests, but it all 
creates interest and builds a cer- 
tain reputation for the store’s ini 
tiative in keeping up to the minute 
in its methods. 

This company’s stock is impres- 
sively of the quality type and the 
management believes this is a fac- 
tor in building each year a better 
public acceptance as a Christmas 
store. Wheel goods in particular 


are of the very top price level 
and they move rapidly. Mr. Dix- 
son remarks that many people will 
do without something needed for 
themselves to buy their children 
good gifts. There is no need, seem- 
ingly, in Winston-Salem for han- 
dling an inferior line of toys and 
wheel goods. 

The same attitude is evident in 
this firm’s handling of the Santa 
Claus impersonation. Mr. Dixson 
believes that a poorly dressed 
Santa with a false face either 
frightens some children or fails 
to convince them. Brown-Rogers- 
Dixson’s Santa has no trouble 
making friends with the young- 
sters, because he is a good, con- 
vincing actor. He knows how to 
let them make up with him in- 
stead of his being too aggressive. 

Rolls of holly wrapping paper 
are on every wrapping place and 
all merchandise is wrapped in it. 
A simple matter to many, but a 
sure contributor to the Christmas 
spirit which is a buying spirit. 

The popular lay-away plan is 
in full swing at this Winston- 
Salem store and an entire floor 
is usually required by the time 
Christmas actually arrives. It is 
a service that is appreciated by 
customers and adds to their num- 
ber. 

The entire store has that much 
desired atmosphere that is often 
lacking—an atmosphere that seems 
to say “come in and look around 
and enjoy yourself.” The general 
homey and comfortable atmos- 
phere is also promoted by the 
presence of a lunch counter, 
which, incidentally, has served 
some 66,000 people during the 
year. Here customers may stop 
for a cup of coffee or a light 
lunch while shopping. The firm 
maintains a real kitchen with com- 
petent women in charge on one 
of the upper floors. Food is al- 
ways excellent and the counter 
on its own merits attracts large 
noon-day crowds. Some days it 
is necessary to wait for a place 
at the counter. In _ inclement 
weather this is obviously a boon 
to shoppers in the store. Mr. Dix- 
son is well satisfied with the 
counter for his particular situa- 
tion and location, but he does 
not claim it would be equally 
good for other hardware stores. 

(Continued on page 51) 
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CO., Danville, Va., sells a 

substantial number of elec- 
tric refrigerators each year, 1935 
quota amounting to more than 
three hundred, but because of the 
particular temperament of the 
Piedmont public, high pressure 
sales methods do not obtain the 
results they may elsewhere. This 
section of the country has for the 
past few years been rather pros- 
perous, but Piedmonters buy when 
they are ready and to attempt to 
force sales is disastrous. 

A variation of the gift certifi- 
cate idea has been adopted by 
Vas-Mobley and consists of 2 very 
tasteful ladies’ compact of a high 
quality that is given in connec- 
tion with a gift sale of a refrig- 
erator. When the husband of the 
recipient or the donor wishes to 
make the purchase with the idea 
of a surprise gift, it is not always 
possible to deliver the refrigerator 
on Christmas Day; also it is fre- 
quently the desire of the donor 
to have the recipient select her 
own refrigerator, and the store 
gives the purchaser the fine com- 
pact as a symbol of the eventual 
gift. It is presented to the recipi- 
ent and contains a card saying 
that a new electrical refrigerator 
awaits her selection at Vas-Mob- 
ley’s hardware store. 

The plan works very satisfac- 
torily and creates a good deal of 
good will that is far superior to 
“go-getting” salesmanship, in the 
judgment of the firm. 

A similar plan is used in con- 
nection with the sale of radios, 
which is a fairly extensive line 
with this hardware store. The win- 
dow displays are given over to 
gifts of utility such as_ those 
mentioned and wheel goods and 
bicycles are in steady demand. 
Many bicycles are being sold in 
the country districts around Dan- 
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Vas-Mobley, of Danville, 
Va., present a lady's com- 
pact as a token of a 
refrigerator purchase to 


be selected later. 


ville. School pupils are finding 
them indispensable and only the 
best grade of bicycle finds favor. 
This condition was found through- 
out North Carolina and Virginia 
among the hardware stores. Com- 
petition was experienced from the 
chain and mail order houses, but 
the hardware stores were able to 
cope with it on the old quality 
argument. It seems that the qual- 
ity story is better appreciated by 
the youngsters than by their 
elders. This is especially true 
when it is backed up, as it is in 
many stores, by a panel display 
of the manufacturer’s method of 
building good bikes. A piece of 
the metal frame is cross-sectioned 
and sampled on a panel and the 
various other parts such as the 
good bearings and the like are 
shown, to build respect for the 
product and acceptance in the 
boy’s or girl’s mind. All this is 
a compelling argument for qual- 
ity and it sells better bicycles. 


Fit the Buying Habits 


The Vas-Mobley store is an- 
other evidence that hardware 
stores should have the atmosphere 
that fits the buying habits of the 
trading area. One of the out- 
standing impressions one gains 
from the Vas-Mobley store is that 
it carries reputable goods, it be- 
ing well stocked with nationally 
known lines of refrigerators, radio 
and full and fresh stocks of staple 
hardware lines. All this creates 
a feeling of confidence in the 
minds of farming and industrial 


THEY VARY THE GIFT CERTIFICATE IDEA 


people that would not be accom- 
plished by what is termed in this 
area as a “pretty store.” 

You cannot “high pressure” 
people in the South; you must 
have values and selection of mer- 
chandise—and if you do you will 
have a steady, loyal trade. 


Meet Santa 
Half-Way 


(Continued from page 50) 


The idea has merits for those who 
would provide lunches for special 
events in their stores or for holi- 
day crowd accommodation. 


Color for Colored Folk 


Mr. Jenkins has observed that 
colored customers favor brightly 
hued items and packages and they 
make an effort to use this char- 
acteristic of these people, who 
make up some 45 per cent of the 
cities’ population. They buy qual- 
ity merchandise and are good 
customers. They are employed in 
factories, as servants and some are 
mechanics. They have money to 
spend and they want the best, as 
a rule. . 

This hardware company _be- 
lieves in showing a full stock 
of Christmas merchandise, mak- 
ing every possible use of its dis- 
play value through its 
massing the displays, keeping a 
lively and friendly store atmos- 
phere and not overstepping the 
mark by making the decorations 
too “smart.” They cling to the 
idea of a friendly, homey store, 
more the idea of the general 
Farmers and city people 
in Winston-Salem like it and it 
has stood the test of time. Last 
year it rang up another record. 


color, 


store. 
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IN RALEIGH, NORTH CAROLINA, THOS. H. 


This hardware store sells 
small items at same price 
level as chain competi- 
tors—But also by step- 
ping up, sells the better 
items in majority of cases 
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“NHRISTMAS merchandise 

J has helped materially to 

—" overcome a condition for 
Thos. H. Briggs & Sons, Inc., 
Raleigh, N. C., that has become 
too common in some towns and 
cities, Competitive merchants such 
as the chain stores and mail order 
houses have been offering hard- 
ware lines that meet a certain 
popular demand and the range of 
these goods has been widening 
rapidly for some time. The Briggs 
firm struck upon the plan, after 


a thorough study and analysis, of 
carrying toys and juvenile gift 
merchandise that was of a similar 
quality and provided real price 
competition for the low price com- 
petitor—but Briggs & Sons did not 
stop there. Rather they carried on 
their shelves and tables several 
quality numbers in each item and 
arranged them in easy steps, 
“upping” the price range to a 
real profit-showing and _prefer- 
ence-creating point. 

For instance, the competitors 
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COMPETITIVE CHRISTMAS GIFTS 


were offering a child’s toy piano 
for about 98c., with no other 
choice. It was a mass production, 
mass selling number with a nar- 
row margin of profit and even 
with a fair mark-up required a 
lot of room and many sales to 
get any volume from it. Briggs 
shows a much superior toy piano 
for $2 and so on up to $8 or $10. 
It has been gratifying to see the 
rapid growth of customers’ prefer- 
ence for the better, yes, even the 
best items. This same policy is 
followed out in all of the Christ- 
mas toy and juvenile gifts. Chem- 
istry sets are a favorite chain item 
and so are mineralogy sets, erector 
sets, wheel goods and even full 
size bicycles. J. E. Briggs, vice- 
president and general manager, 
and E. E. Briggs, president, have 
applied the “upping” of quality 
and price to all their Christmas 
merchandise with highly satisfac- 
tory results. 


Having established a sound and 
tested policy that has built Christ- 
mas trade for their store from 
about $600, which was their first 
year’s stock when they entered 
the line, up to a point where they 
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now handle three carloads of it, 
they turned their attention to mak- 
ing their Christmas stock speak 
loud enough to give it predomi- 
nating attention in Raleigh. The 
entire sales floor, which is a large 
one, is given over to Christmas 
selling. The regular tables are 
fitted with decks about three feet 


high to accommodate the displays 
of every conceivable toy and a 
full selection of them too. Plenty 
of red and green decorations and 
every light in the establishment 
burning, combine to build public 
respect for this hardware store as 
a Christmas gift headquarters 
where dependable playthings may 
be obtained. 

Formerly Briggs’ employed a 
Santa Claus as promotion for their 
store, but due to the fact that one 
of Raleigh’s newspapers, The 
Times, has put on an arrival of 
Santa from the North Pole rather 
elaborately, they have discon- 
tinued their Santa in order that 
there should be but one locally, 
and thus preserve the children’s 
illusions. The Times’ Santa makes 
personal appearances at the 
theater and is, of course, tied in 
with an advertising plan _ that 
works out well for all of the ad- 
vertising merchants of Raleigh. 
At the theater, a program is 
planned specially for the young- 
sters, selected from such features 
as Mickey Mouse, Popeye, Betty- 
Boop and Disney’s feature pic- 

(Continued on page 104) 


These pages are from 
the Christmas sales pro- 
motion leaflet circulated 
by Thos. H. Briggs & 
Sons, Raleigh, N. C. 




























Rudolph & West 
Washington, D.C., 
make standard 
hardware items 
attractive as gift 
merchandise. 


N outstanding instance of a 
A hardware store, located in 
the same business section 

of the city as department stores, 
gift shops and other contenders 
for public attention at Christmas 
time, and getting a full share of 
business, is Rudolph and West, 
1332 New York Ave., Washington, 
D. C. It is also a remarkable 
instance of merchandising stand- 
ard hardware lines, including 
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quality tools, household appli- 
ances and even kitchen utensils 
as Christmas gifts. 

Probably one of the best rea- 
sons for this desirable condition 
in the Rudolph and West store is 
that full use is made of the illu- 
mination, not only at Christmas 
time but throughout the rest of 
the year. The store takes its place 
along with all other attractions 
for the consumer’s dollar and gets 


Christmas is Profitable to Them, even 


IN THE SHADOW OF THE 
GREAT DEPARTMENT STORES 


people in the habit of shopping 
there. By the middle of Novem- 
ber the Christmas plans are put 
into action at this store in the 
nation’s capital, decorations go 
up and the windows are dressed 
with Christmas gifts selected from 
the electrical appliance depart- 
ment and the many other sections 
of the store that help people to 
give useful things. 

The regular display tables of 
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this attractively arranged hard- 
ware store where the side walls 
are fitted with as fine an example 
of sampling of hardware, tools, 
etc., as can be seen anywhere, 
are made to do extra duty at this 
season. Two extra decks are built 
of hardwood to harmonize with 
the tables themselves. These decks 
are about 18 inches high each 
and allow 10 or 12 inches clear- 
ance over the regular table mer- 
chandise, eliminating the trouble- 
some necessity every little while 
of getting some staple article out 
from under. 

The top deck is then decorated 
with green garlands and strung 
with the latest idea in Christmas 
tree lights in harmony with the 
similar decorative scheme around 
the sidewalls over the paneling. 
These decks are put together with 
bolts and wing nuts so they can 
be taken down after the holiday 
season and laid away for future 
use. 

On the three deck tables are 
displayed bright, gleaming perco- 
lators, toasters, cocktail shakers 
and such merchandise from the 
regular hardware stock that makes 
a good showing as holiday goods. 


The Cutlery Display 


Immediately in front of the 
three deckers is the cutlery dis- 
play in its accustomed place, left 
there because of its attractive 
value and appeal as holiday gifts. 
The cutlery on its orange back- 
ground makes a Christmas ap- 
pearance that carries a real punch 
of its own. 

A large oblong structure like a 
giant erector set, near the front 
door, provides a setting for the 
electric train sets that hold the 
attention of fathers, and 
mothers alike. The newest trains 
feature whistles that sound strik- 
ingly like the streamlined loco- 
motives of the great railways of 
the country. 


sons 


The electric train sales of 
Rudolph and West amount to 
approximately $3,000 a _ year, 


mostly through effective demon- 
stration at Christmas time. Sets 
are sold in their original cartons. 

This business has a cumulative 
factor in it as many fathers en- 
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joy them as much as their sons 
do and they are not limited to 
the toy period of a boy’s life. 
One year a gift of locomotive 
and tender with a car or two will 
be sold, even to the extent of 
breaking a set to make the sale, 
which is a matter of from $5 to 
$20. Later during the year the 
set will be added to and when 
Christmas rolls around again 
more cars are added as gifts— 
frequently a station, signal towers, 
more tracks, tunnels and numer- 
ous parts, limited only by the 
imagination and purse of the cus- 
tomer. Once a train set is in- 
stalled in a home a chain of sales 
is started that continues for a long 
time ahead. It is a great repeat 
business line. 


Toy Demand Grows 


Toys are increasing in demand 
for Rudolph and West, due to 


their several years’ presentation 






Small ads like this 
were used. 
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of them and their quality of toys 
and playthings demanded is in- 
creasing so that they are no 
longer to be regarded as trifling 
items. They represent real money 
and show a real margin of profit 
for the retailer who handles them 
in a way that makes the public 
look to the hardware store for 
gifts. This is accomplished by 
Rudolph and West by their bright 
Christmas store atmosphere _at- 
tained by full illumination and 
adequate decoration. The play- 
things line embraces metal cast- 
ing outfits, sets, roller 
skates in large quantities, sleds 
and wheel goods including a large 
stock of full size bicycles which 
are coming into wide favor for 
pleasure and utility. Boys and 
girls are needing bicycles 
school transportation and are de- 
manding the best. What the other 
fellow has is a factor in what 
is demanded by these youngsters. 

On the second floor of this 


(Continued on page 63) 
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HE front line trenches of 
Christmas merchandising are 
held for the Phipps Hard- 
ware Co., of Greensboro, N. C., 
by the twin veterans, china and 
glassware. They, along with a 
moderate stock of wheel goods 
make the holiday season a satis- 
factory one for Manager N. W. 
Kirkman and his firm. While it 
is a year ’round line of merchan- 
dise in this store, it serves to 
place the Phipps Hardware in the 
public mind at gift buying seasons. 
There is no attempt at special 
promotion at the holiday season 
other than a modest amount of 
decoration and window displays 
to attract the public, coupled with 
a small display at the front en- 
trance and a prominent sign di- 
recting customers to the second 
floor. 
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—CHINA AND GLASS 





Greensboro, N. C., hardware store 


merchandising the gift 


















































Some time ago, when this sec- 
ond floor was first contemplated, 
it was thought that it would be 
difficult to get people to take the 
trouble of going up one flight of 











When Christmas-gift seekers view this 
window of the Phipps Hardware Store 
in Greensboro, N. C., they are easily 
coaxed inside and up to the china and 
glassware department on the second 
floor. 


stairs or using the elevator, but 
the appeal of good display and 
reputable and attractive merchan- 
dise has proved sufficient to turn 
the trick. Many hardware stores 
throughout the country have space 
on a second floor or a basement 
that can be turned to good account, 
and the Christmas season, when 
people are looking for gift mer- 
chandise, is an ideal time to intro- 
duce them to these otherwise un- 
used spaces. It takes a little time 
and some effort to implant the 
idea in the public mind but once 
accomplished, the space becomes 
much more valuable than it has 
previously been. 

The first point of attack is the 
window display, provided a good 
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LEAD CHRISTMAS 


devotes entire second floor to 







items... 






partment, under the direction of 
Mrs. W. P. Herndon, never fails 
to have some new merchandise to 
attract sales. 

Upon entering this interesting 
department, one is met by an 
arresting display of moderate 
priced merchandise arranged on 
tables bearing tickets indicating 
that items on this table are priced 
at 25c., on that table at 50c. and 
so on up to $1.00. From that 
point on the better class merchan- 
dise begins to settle upon the cus- 
tomer’s conscience and exclama- 
tions of admiration are heard on 
all sides. 

When the full sets of china are 
reached, we find them arranged on 
each table with a full set of a cer- 
(Continued on page 72) 
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stock is back of it, and the dis- 
play in the store coaxes customers 
still further and, finally, when they 
find the displays on the sales floor 
satisfying, they are won over and 
become profitable customers, not 
only for Christmas, but through- 
out the year. China and glass- 
ware are lines that are in steady 
demand and once a customer has 
purchased a set of dishes from 
open stock there are always re- 
placements and naturally they 
come to the store where they 
bought the original set. Seldom 
do women come in to buy replace- 
ment china or glass that they do 
not add other purchases. The 
Phipps Hardware Company’s de- 
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Although a certain uni- 
formity of material is 
used, Peoples Hardware 
Stores are well attuned to 
their respective localities. 








NALYSIS 


Underlies the merchandising of 
Peoples Hardware, Washington, D. C. 











N the day after Christmas 
each year the People’s 
Hardware Stores of Wash- 


ington, D. C., operating thirteen 
stores in and near the capital, 
begin their preliminary prepara- 
tions for the following Christmas. 
The first steps consist of a filling 
in by the thirteen store managers 
of a form designed to improve 
the selection of merchandise for 
the following year. It asks what 
lines were overstocked on and 
why; what sales were lost and 
why and plans are made to cor- 
rect these Sources of 
supply are looked up with regard 
to requirements for the following 


losses. 
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year and plans made as far as 
possible there and then. In the 
month of August preliminary 
plans are gone into and about 
Thanksgiving day all stores in 
the organization are open for 
Christmas selling, fully decorated 
and stocked with merchandise that 
has been secured as a result of 
an analysis immediately follow- 
ing the last season’s demands. 
The complexion and _ atmos- 
phere of all the stores of the 
People’s Hardware Stores are 
changed from staple hardware 


selling requirements to Christmas 
arrangement. For a _ low cost, 
decorations are obtained, consist- 
ing of lithographed pennants, 
streamers, festoons and all the 
necessary material that goes to 
put people in the buying mood. 

In each instance the store man- 
ager is permitted, encouraged in 
fact, to use his own ideas as to 
store arrangement and particular- 
ly the decorations. This does not 
result in conflicting effects be- 
cause the material supplied is the 
same and it therefore gives a re- 
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lated appearance. Besides, the 
stores are located in a great va- 
riety of shopping sections, ap- 
pealing to as wide a variety of 
people and exact duplication of 
the stores is not necessary nor 
desirable. This variety of clien- 
tele makes it possible to transfer 
many items from store to store 
and disposing of them success- 
fully when they do not move in 
their original locations. 

People’s Hardware Stores ana- 
lyze every factor entering into 
their selling problem that can 
be analyzed and naturally they 
have a fairly accurate picture of 
the city of Washington as regards 
its inhabitants. For instance, they 
can tell you the general make-up 
and financial strata of any section 
where they do business and set 
their selling sails accordingly. An 
analysis of trading areas is one 
important feature that should be 
studied by all retailers because 
it enables them to more intelli- 
gently sort their stocks and saves 
much needed capital in matters 
of the type of premises required, 
the store 


arrangement, service 


NOVEMBER 5, 1936 


You've read these 
articles— 


They tell you what others 


have done to make _ their 


Christmas more 


gratifying 
from a business standpoint. 
You can put into action some 
part, if not all of them, and so 


make your Christmas happy. 


needed, etc. While carrying a 
basic stock of hardware lines in 
all their stores, they see to it that 
the locality is catered to in the 
matter of its special needs and 
wants. This firm also recognizes 
the difference between needs and 
wants and its understanding of 
the latter makes possible a larger 
volume of sales. A store handling 
only a community’s needs _ will 








not have the business that is pos- 
sible if it cares for the wants. 

Sam Del Veccio and A. M. 
Rosenthal get a fourtime turn- 
over, on the average, which makes 
their buying power a valued one. 
They point out that before buying 
power can be earned emphasis 
must be put upon selling. and 
the entire organization is bent 
upon that objective. 


‘ 
“ 
, 
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This gaily decorated front and attractive windows do a noteworthy job of attract- 
ing Christmas traffic to the Jones Hardware, in Lima, Ohio. 


LIMA, OHIO, HARDWARE STORE FIRES ITS 
CHRISTMAS GUN ON THANKSGIVING 
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THE CHRISTMAS BAZAAR ATMOSPHERE 
DRAWS STORE TRAFFIC FOR JONES... 


atmosphere in the Jones 

Hardware store in Lima. 
Ohio, from last Thanksgiving Day 
on, so that crowds of youngsters 
and adults came to the store until 
Christmas Eve to buy Christmas 
gifts and party items. Frequently 
changed window displays, daily 
newspaper advertising, special 
Christmas pulp paper broadsides 
in color and a living Santa Claus 
were all factors in building large 
traffic for the store. 

The opening gun of, the 1935 
Jones Christmas campaign was 
fired Thanksgiving Eve with ad- 
vertising in a local newspaper 
indicating that the Jones Hard- 
ware Toyland was “opening Fri- 
day” (or the day after Thanksgiv- 
ing). When folks visited the 
store they found that the first floor 
and basement had been literally 
turned into a “Christmas Bazaar” 
and that the general hardware 
lines had been moved to the second 
floor of the store. 

Santa Claus—impersonated by 
a man specially hired for that all- 


ie was real Christmas 


important role—was on hand to 
greet the kiddies. He was attired 
in an authentic Santa costume, and 
talked and shook hands with the 
youngsters who visited the store. 
Kids accompanied by adults were 
siven'a copy of “The Toy Parade,” 
a Christmas toy catalog printed in 
full color and showing a wide 
variety of gifts. The first day 2500 
copies of the book were given out 
and police assistance was required 
to keep the crowds in order. From 
then on Santa was on duty at the 
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Thanksgiving Eve finds Lima, Ohio, hardware 
store ready for the Christmas Selling Cam- 
paign and the final results are gratifying 


store from 1] a. m. on each Thurs- 
day, Friday and Saturday. 

To prevent people from being 
discouraged from visiting the hard- 
ware display on the second floor, 
the store elevator was put in ser- 
vice. Even with the elevator ser- 
customers 


vice available most 


walked to the second floor and 
many of them walked down to the 
street floor again after finishing 
shopping there. 


Permitted Lay-Aways 


To meet the demands of folks 
unable or unwilling to pay the en- 


A carefully outfitted Santa convinces the younger generation of his authenticity. 
Here is Jones Hardware’s Santa greeting young customers. 


6l 

















These views of the Jones Hardware Co.'s store in Lima, Ohio, show the excellent 
Christmas Bazaar atmosphere they are able to obtain and which creates store 
traffic and volume sales at Christmas time. 


62 





tire amount of the purchase price 
on toys and related items at one 
time, a “lay-away” plan was used. 
A deposit of $1 would hold articles 
valued at $3 or $4 and a 50c. pay- 
ment would hold an article valued 
up to $3. When a customer failed 
to claim the article by paying the 
balance, credit was allowed to- 
ward the purchase of other goods 
that were strictly holiday items. 
No refunds were allowed where a 
customer decided not to pay the 
balance due on a “lay-away” trans- 
action. 

For the Christmas season the 
store stocked a supply of Christ- 
mas candies and nuts, offering 
them in packages and in bulk and 
displaying them neatly in a corner 
made up like a retail candy shop. 
The “candy shop” section was ad- 
jacent to a staircase leading to the 
basement. With its desire to meet 
or beat local competition the store 
sold 5000 Christmas tree bulbs at 
a price of six for 9c. in five hours 
and although there was no profit 
on the bulbs those sales drew trade 
for other lines in which there was 
profit. Special items were sold on 
a strictly cash basis and no de- 
liveries were made on them unless 
there was other merchandise being 
sent from the store. 


Advertising Campaign 


Daily during the Christmas cam- 
paign the Jones store used 2-inch 
ads, in a local paper, running 
from 14 to 24 each day and carry- 
ing a heavy black border. These 
little ads read, “Buy Gifts at 
Jones,” “Buy Candy at Jones,” 
and when the store hours were ex- 
tended to 9 o’clock each week day 
evening the latter part of the 
Christmas campaign card ads 
read, “Open Evenings Till 9 P. 
M. Beginning Tuesday. Jones.” 
Some pages carried two of these 
small ads and on Sundays twice 
as many ads were used. A local 
department store realizing the 
value of these small “card” style 
ads began to use a number of 
small ads with a heavy black cir- 
cular border, advertising individ- 
ual items. 

The opening newspaper adver- 
tisement for the Jones Toyland oc- 
cupied most of five columns and 
referred to the store as being “The 

(Continued on page 110) 
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Hardware Lines Make Traffic 


(Continued from page 47) 


mond, the population is fairly 
stable and these boys are the cus- 
tomers of tomorrow and he be- 
lieves in securely attaching them 
to the Howell store during their 
formative years. It is not hard 
to be convinced that he is doing 
that well. 

The basement is given over at 
Christmas season to a display 
of toys and games. Here every 
game that children enjoy indoors 
is on display and in addition are 
such playthings as sturdy work- 
benches with sets of tools that 
have real worth; tools that will 
surely implant a desire in the 
young minds for the better article 
as they grow up. Soon these boys 
will want to make things of a 
more serious nature and will not 
be satisfied with poor tools. Elec- 
tric train sets are completely in- 
stalled in this basement and 
demonstrations are made by the 
staff of young salesmen who still 
enjoy showing them to_ their 
young friends who are also their 
customers. Wheel goods occupy 
a good sized corner here, too, 
and all are of the best type—no 
inferior wheel goods anywhere 
in this store. This basement is 
roomy and allows shopping in 
comfort. 

In connection with the model 
airplanes a tie-in was arranged 
with one of the theatres in Rich- 
mond recently when a_ picture 
glorifying aviation was _ being 
shown. A window display was 
arranged with entries in the ’plane 
building contest that had _previ- 
ously been held and the movie 
posters connected the two in the 
minds of the public, young and 
old. Prizes were awarded, includ- 
ing cups and tickets to the theatre 
to see the aviation picture. Nat- 
urally both interests were served. 
The theatre got advertising value 
from the displays and the store 
increased the boys’ interest in 
*plane building. 

One of Howell’s outstanding 
characteristics is the frequency 
with which they change the win- 
dow displays. They are never 
allowed to get stale and they are 
of a high attention getting order. 


The advertising of the Howell 
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store appears in both Richmond 
papers twice during the week and 
in the Sunday editions. It follows 
a predetermined policy of showing 
actual illustrations of the articles 
offered rather than those of a gen- 
eral character and the items are 
varied to cover the entire line as 
completely as possible during the 
season. This campaign of Christ- 
mas advertising begins the first 
of December and is buttressed by 
a two-color, twelve-page folder 
made to fit an ordinary business 
envelope and mailed out in state- 
ments, correspondence and wher- 


ever possible, beginning at the 
same time as the newspaper ad- 
vertising begins. 

The Howell firm makes no 
claim to doing anything unusual 
in the way of Christmas merchan- 
dising, but the fact remains that 
their store has that Christmas 
atmosphere that makes people 
come into the sales floors, select 
hardware items as gifts and obey 
the sign over the entrance that 
says “We want you to leave this 
store with a smile.” That is easy 
enough to do if you will begin 
now to build up the spirit of 
good will for your store, and if 
you do you will find Christmas 
business better than it has been. 


In the Shadow of Great 
Department Stores 


(Continued from page 55) 


Washington store is the house- 
furnishings department under the 
direction of Miss L. Gills. Here 
are the staple items such as alu- 
minum ware, fireplace equipment 
and refrigerators. It is surprising 
to note the amount of this type 
of merchandise that is sold at 
Christmas time. Several hundreds 
of dollars’ worth of kitchen uten- 
sils are sold as Christmas gifts. 
Full sets of aluminum dishes, 
high grade andirons, wood _ bas- 
kets and fire screens are among 
the most popular items sold as 
presents to home owning families 
of Washington. 

Electric clocks and a line of 
coffee makers, waffle irons, etc., 
are prominently displayed and ac- 
count for a good portion of the 
store’s Christmas trade. They add 
a note of quality and since the 
prices are maintained in harmony 
with other stores’ prices the hard- 
ware store gets a large share of 
the business due to the more 
convenient and comfortable shop- 
ping conditions provided. 

All of these lines are featured 
in newspaper advertising and di- 
rect mail. When a new line of 
Christmas tree lights came on the 
market, the overstock from last 
year, which was not large, was 
advertised as a leader and cleared 


out before the new was brought 
out. This attracted a large num- 
ber of people whose minds were 
focused on Christmas buying. 
Another advertised feature was the 
wanted tree holders that also 
brought gift minded people to the 
store where they saw displays of 
most attractive gift merchandise 
attractively displayed. 


Woodworking Gifts 


Women, seeing gifts for their 
men folks, buy a substantial quan- 
tity of high grade saws, planes 
and other woodworking tools from 
Rudolph and West’s regular stock. 
While this reporter was in the 
store, sixteen high grade ripsaws 
were brought from reserve stock 
and put on the sales floor where 
they attracted the immediate atten- 
tion of gift seekers. 

Your stock is practically all 
available as gift merchandise for 
some member of the family and 
the range is wide, running from 
kitchen utensils to a refrigerator. 
amounting to hundreds of dollars. 
No matter how you regard your 
stock throughout the other months 
of the year, size it up from the 
gift angle at Christmas and pre- 
sent it in the very best light pos- 
sible. 
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Toys and gift items, together with tree 


decorations add greatly to the regular 





hardware lines for holiday trade 

























a HE experience of Eugene 
Pienuis Sons, retail hard- 

ware, Fulton and Pennsy!- 
vania Avenues, Baltimore, Md., of- 
fers further evidence that hard- 
ware stores can readily develop a 
volume of Christmas business 
which will make the holiday sea- 
son one of the very best sales peri- 
ods of the entire year. For many 
years the store has made a special 
“drive” to get the Christmas busi- 
ness, and results have clearly 
shown that the extra effort has 
been entirely justified. 

Toys and related lines are han 
dled and prominently displayed 
the year around, and this has 
served to make the store’s custom- 
ers think of the firm first when 
they begin to consider sources of 
supply. An enlarged line of toys. 
dolls, wheel goods, children’s fur- 
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niture, games, etc., is stocked dur 
ing the Christmas season, and in- 
creased space is devoted to dis- 
playing them. Many staple 
hardware, electrical and housefur- 
nishings items of the type well 
suited for useful Christmas gifts 
are also featured. 

One phase of the store’s Christ- 
mas merchandising activities is of 
particular interest, since it has 
proven very helpful and produc- 
tive. A very complete line of 
Christmas trees, wreaths, holly. 
and decorative holiday plants, etc.. 
is carried and patrons in purchas- 
ing such items, usually early in the 
season, cannot help but be im- 
pressed by the store’s attractive 
showing of toys and gifts. The 
same is true of Christmas tree 
decorations, which are a big vol- 
ume line with the store. Trees call 
for decorations: gifts are closely 
associated and through related 
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selling the firm has been success- 
ful in getting the three lines to 
work together. 

The possibilities of this related 
selling plan are demonstrated by 
the store’s volume in colored glass 
tree ornaments, of which from 40 
to 50 gross are sold each year. In 
recent years, the firm’s Christmas 
tree ornaments order has been in- 
creased by five gross each season, 
and it has been a very profitable 
line. The ornaments are sold by 
the box, instead of loose, as this 
has been found to permit a more 
attractive display, and to preven! 
excess breakage. 














The store’s annual volume in 
toys and kindred lines totals sev- 
eral thousand dollars. Toys selling 
at 59c. and 98c. are generally the 
most popular sellers. The toys ar 
selected from samples shown by 
the representatives of about ten 
concerns who regularly visit Balti 
more, well in advance of the 
Christmas season, to display their 
lines to local buyers. 
Picking the “live” 


about the most difficult part of do 


numbers is 


ing a real good job with toys, ac- 
cording to the firm. The buyer is 


(Continued on page 108) 
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7 IDOW trimmers should 
give as much time as pos- 
sible to the planning of 

their Christmas trims, but fre- 
quently it becomes necessary to 
get a change of window without 
a great outlay of either time or 
stock. Such a condition is pro- 
vided for in the HARDWARE AGE 
Original Display Suggestions il- 
lustrated here. Using the inter- 
changeable display fixtures as a 
basis of layout, the artist-display 
man has produced a strikingly 
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IF TIME AND STOCK 
USE THESE WINDOW 


attractive pair of windows for the 
Christmas season. 

The whole arrangement is held 
together by the central posters, 
which are simple in design and 
carry sufficient color to make them 
command attention from the 
passerby. Both may be faithfully 
reproduced by the old familiar 
method of squaring off the illus- 
trations in those pages into spaces 
about one-quarter inch and then 
dividing your large poster into the 
same number of squares and map- 


ping it out in the enlarged space. 
This is a simple task for the sign 
writer or show card man. 

In the case of merchandise to 
be included in the display, it is 
advisable to choose as colorful 
goods as are available and in 
some cases a Cellophane wrap- 
ping adds immeasurably to the 
appearance of the article. Sprigs 
of holly, red ribbons and crepe 
paper decorations will be effec- 
tive helps. 

“Oodles” of light should be 
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MUST BE CONSERVED 
DISPLAY SUGGESTIONS 


used in your windows at the holi- 
day season. Remember that the 
most commonplace merchandise 
that happens to be included with 
other goods will look its very best 
under a properly diffused and 
spaced light. If you are generous 
with light at this season, if in no 
other, you will find it a profitable 
expenditure. Leave the windows 
lighted late at night and turn them 
on with the approach of twilight 
and on dull days. It all helps to 
provide the cheery atmosphere 
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that encourages shopping and 
buying of gift merchandise. 

It is always good practice to 
use the many types of sparkling 
material that resembles frost and 
snow with any color scheme you 
may choose to use. In connec- 
tion with your Christmas windows 
it should be remembered that the 
window trim does it best work 
when tied in with your store dis- 
plays. That is, see that the win- 
dow display is echoed by a dis- 





play inside the store that contains 
the same items and message that 
is presented in the window. People 
see the window display, get an 
impression and an impulse to buy, 
but are likely to lose the sugges- 
store 


tion when they enter the 


where other goods attracts and 
entertains them. <A _ second re- 


minder on entering the store often 
spells a sale. Tie up the store and 
the window displays for better 


results. 














OTHING adds more to the 
success of your Christmas 


arrangements than a well 
conceived group of display helps. 
When motion is added to a good 
design you have one of the best 
means of attracting people to your 
merchandise, and here are three 
ideas you can easily install with 
beneficial results. 

The moving Santa and reindeer 
is simply a cut-out design at- 
tached to a disk and revolved by 
means of a small motor. The 
sketch of the construction is easily 

















Easily made and installed action dis- 


plays that will attract customers to 


your store and its Christmas goods 


understandable, needs no further 
explanation. The display man can 
readily construct this stunt right 
in the store workshop. It can be 
as colorful as your imagination 
permits and it is easy to picture 
the attention-getting effect of this 
display when the window is 
dressed with Christmas merchan- 
dise. 


Many will consider a window 
display incomplete at Christmas 
time if there is no “falling snow” 
in evidence. The sketch of the 
window herewith shows an easy 
and quickly produced roller oper- 
ated by a small motor that will 
add motion and make the illusion 
more convincing. Simply paint 
the large, lazy snow flakes, so 
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Christmassy in appearance, on a 
strip of woven material and place 
it behind a window sash as shown 
in the illustration. Seems simple 
enough to you and to us, but 
you will be surprised at the won- 
derment of the youngsters and 
others not so young. 

The old fellow shown calling 
attention to your gift ideas can 
be set up and put in operation by 
the use of a small “kicker” now 
on the market. By all means get 
motion into your window displays 
and also into as many store dis- 
plays as possible. There is no 
comparison between the activity 
in a store with motion displays 
and one without. Try these 
stunts and see how they put life 
in your Christmas merchandising. 
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A Good Booth Display 
for Christmas Goods 


OOTHS are among the most 

acceptable and popular 
means of displaying Christmas 
merchandise and they are particu- 
larly effective with the toy and 
gift lines. They help the mer- 
chandise to make a good showing 
and offer so many opportunities 
for gay decoration. The long, 
narrow booth arrangement shown 
here is adapted from one success- 
fully used by a wholesaler in the 
East during a special event and 
can be recommended for retailers’ 
use at Christmas time. It lends 
itself to adaptation in the usual 
narrow store plan and even where 
more space is available, it is still 
practical. It can be arranged over 
the regular open top display 
tables, where a small space may 
be left open to permit reaching 
under for the regular lines that 
may be in demand during the 
holiday selling season. The super- 
structure is simple and. yet effec- 
tive. It can be built by almost 
anyone, and in many cases it will 


70 



























not be necessary to go outside the the roof effect will add greatly 
store for ability to construct this to the displays by high illygeeff- 
effective booth arrangement. tion. Merchandise 
Another advantage of this booth under good slit 
idea is that lights placed under loo re than 
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A Window Display 
that Stops Custom 


bre where this 
BP window was ex- 
: large, therefore the 
yas almost life size and 
FP platform quite high. The eye 
naturally travels along any line 
that is at all clearly defined, so 
the attention is called to the Santa 
(if he is well constructed) and 
the eye travels along the red rib- 
bons to the merchandise—and, of 
course, that is the big idea. 


Decorate the 
Walls of the 
Toy Section 


HILDREN’S picture books of- 

fer the source of some fine 
mural decorations for your toy 
or gift department. Take some 
of the better designs and square 
them off for mapping in the man- 
ner shown in the illustration at 
the top of this page. Then sketch 
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the design on the wall that has 
been lightly ruled with an equal 
number of squares, using the 
squares as a guide for your map- 
ping. Some flat colors will com- 
plete a job that will make folks 
talk about your attractive toy de- 
partment. 

Get plenty of color in your 
windows and throughout the store, 
keep activity bubbling, and you 
will enjoy one of the best Christ- 
mas seasons that have been ex- 
perienced in years. 
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At Phipps—China and Glass Lead Christmas Lines 


(Continued from page 57) 


tain pattern—there is no mixture 
of patterns on these tables. They 
present a striking appearance in 
their spotless condition and the 
patterns are selected by Mrs. Hern- 
don, with a keen eye and under- 
standing of the city of Greens- 
boro’s needs and its wants. There 
is a decided shade of difference 
between needs and wants, and the 
Phipps Hardware Co. studies 
carefully the items that will sell 
in preference to those that the 
buyer and manager may person- 
ally care for. 

Each of the tables upon which 
the sets are displayed are built 
with compartments underneath to 
hold the reserve stock and are en- 
closed by sliding doors, providing 
a very convenient and efficient 
means of keeping stock. 

There is a wide selection of 
patterns and styles and they are 
not allowed to go stale. At least 
two new patterns are added an- 
nually and the older ones dis- 
carded from active stock, although, 
being open stock, they can be 
supplied at any time. This is also 
a selling point that is utilized 
fully. 

Glassware is a line that can be 
made to do great service from the 


standpoint of appearance and if 
properly handled may be made to 
add immeasurably to the “class” 
of the department. Mr. Kirkman 
has had a large section of his 
glass display backed by mirrors. 
The regular shelving is used and 
on the wall back of it he has 
placed mirrors that seem to double 
the extent of the stock and adds 
lustre to it. To buy regular mir- 
rors of the size required would be 
very costly, but Mr. Kirkman has 
secured large areas of heavy glass 
and had it silvered for his own 
requirements and the effect is strik- 
ing evidence of the wisdom of his 
choice. He is now planning to 
complete the entire side of the sec- 
ond floor in this manner to make 
probably the finest display of 
high grade glassware in Greens- 
boro, if not in North Carolina. 
Glassware is a line of merchandise 
that thrives on flattery and mir- 
rors are the means of providing it. 


Toys and Wheel Goods 


The front end of the second 
floor of Phipps Hardware is given 
over to toys and wheel goods, the 
latter predominating heavily. Only 
high grade wheel goods are han- 
dled and most of this line retails 


at $25 to $30 a piece. It is han- 
dled at list prices and very little 
is carried over after the holiday 
season. This line has the advan- 
tage of all year demand and is 
finding great favor among North 
Carolina dealers. 

Another interesting fact about 
the so-called toy line is that edu- 
cational items such as chemistry 
sets are gaining in public favor 
every year. 

The Phipps Hardware has the 
authorized sale of Boy Scout 
equipment and there is a promi- 
nent corner given over to these 
goods. A simulated trading post 
is set up, built of slabwood with 
the bark left on it. Here author- 
ized Scouts may purchase articles 
of uniform and anyone may buy 
other items such as knives, air- 
plane kits and all items not hav- 
ing to do with the official uniform. 
This feature has a good effect 
upon the younger customer pros- 
pects in getting them in the habit 
of trading at Phipps’ and bring- 
ing their parents there. 

Thus, this Greensboro hardware 
store manages to get a good share 
of Christmas trade without dis- 
turbing the regular hardware busi- 
ness of the main floor. 





Milwaukee Store Imports the Real Thing in Reindeer 
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HILE in many parts of the 
United States Santa Claus is 
slated to appear “in person” in de- 
partment stores, Milwaukee wins the 
laurels for authenticity by bringing 
his famous reindeer down from the 
Far North, according to Mr. C. O. 
Wolfe, General Agent of the Rail- 
way Express Agency. 
A special car by Railway Express 
arrived from Seattle with seven 
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crated reindeer on the last lap of a 
long journey from a point inside the 
Arctic Circle in Alaska. 

The animals are not trained to 
harness, as they were taken from a 
herd of approximately 4000 head 
and kept on the range adjacent to 
St. Michael, Alaska, whence they 
were brought by steamer to Seattle. 

The job of making the reindeer 
accustomed to being driven was left 


Photo courtesy Milwaukee Sentinel 

to a native Alaskan, Dan Lupson, 
who accompanied the shipment spe- 
cifically for that purpose. When the 
reindeer had been made tractible, 
they were used to pull Santa 
through the streets of Milwaukee 
during the holiday season, calling at 
the public schools so that the 
younger children could deliver their 
letters personally and give their 
Christmas orders direct. 
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MOCK TRIAL 


Under the New Patman Law, Held at the Hotel Astor. 
New York City, Under the Auspices of the Sales 


Executives Club of New York, Tuesday Evening, 


HILE the hardware clans 

\ \ of the United States were 

foregathering at Atlantic 
City last month, the writer was 
assigned the job of reporting the 
widely advertised mock trial 
under the Patman law at the Hotel 
Astor, Tuesday evening, October 
20. New York City is of course 
the headquarters of most of the 
great buyers and sellers of the 
country. New York is the home 
of big business, and while a fair 
trial was promised, even at this 
mock trial it is my personal im- 
pression that this trial was not a 
fair one because the whole drift 
was against the Patman law. The 
small independent dealer hardly 
had a look in at this trial. 

A special bulletin and mock 
trial “extra” was issued by the 
Sales Executives Club at the close 
of the proceedings. This special 
bulletin is very well written and 
illustrated. Experts evidently had 
the job in hand. These Special 
Bulletins were given to the three 
thousand men present without 
charge. It is so voluminous that I 
can only report some of the high 
spots. The Bulletin is well worth 
reading, although in my judgment 
the whole drift of it is against the 
Patman bill and against the inde- 
pendent small retail dealer. It is 
well, however, for any merchant 
who wishes to be intelligent on 
any subject to study both sides of 
the subject. I therefore recom- 
mend that those who are interested 
in the Patman bill, and practic- 
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October 20, 1936 


Reported by 
SAUNDERS NORVELL 


ally all merchants in this country 
should be, get this Bulletin and 
read it as an outstanding argument 
of big business opposed to the 
Patman law. In fact, the criticism 
I would make of those who have 
taken this mock trial as an oppor- 
tunity to blackjack the Patman 
bill, is that they overdid the job. 
The undercurrent of ridicule is 
not very pleasing to one who be- 
lieves in fair play. 

Nevertheless, let me repeat and 
emphasize it would be a good idea 
if you are interested in this sub- 
ject, to write to the Sales Execu- 
tives Club of New York, Hotel 
Roosevelt, New York City, and 
purchase this bulletin in any quan- 
tity desired. If you only desire 
a single copy, then I suggest that 
you mail ten cents in stamps to 
cover cost of postage. 

There was a splendid audience 
present. I should estimate about 
3,000 businessmen, lawyers and 
others interested in this law. The 
grand ballroom of the Astor and 
its galleries were all crowded. 
When you take into consideration 
that the dinner cost $3.50 per 
plate, the large audience will indi- 
cate the widespread interest in this 
event. 

The committee in charge of the 
stage settings did a first class pro- 
fessional job. In the foreground 
of the stage was a regular court- 
room with judges bench, jury box, 
etc. Back of the judges bench and 
high over the head of the three 


judges was another stage. On 
this stage was enacted the scenes 
in the room of the Federal Trade 
Commission, with various mer- 
chants as witnesses, etc. This part 
of the show was very well done. 
And the most amusing and best 
acted part of the trial was a scene 
on this double stage where the 
jury locked up for the night at- 
tempted to reach a verdict. The 
Chairman of this jury was almost 
driven to distraction by all of the 
side issues brought up by the vari- 
ous jurors. He could not hold 
them down to the main points at 
issue. Anyone who has ever served 
on a jury would have appreciated 
this scene. It was certainly true 
to life. 

This mock trial is deserving of 
a great deal of interest because it 
is the first time in the history of 
this country that any new legisla- 
tion has been studied in the form 
of a mock trial. The real lawyers 
who took part in several instances 
indicated they were amateurs in 
a stage setting. I was surprised 
at this because it seemed to me 
that every first class lawyer should 
be trained as an orator. These 
lawyers who took part were no 
doubt gentlemen of learning, but 
were certainly not good actors nor 
were they even good elocutionists. 
One lawyer made a talk to the 
bench that lasted more than 45 
minutes. His back was to the audi- 
ence. He talked in a monotone. 
I would suggest to this young man 
a course in public speaking. How- 
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ever, a lawyer who sat next to me 
and who strained his ears to hear 
this address told me it was a re- 
markably good presentation of a 
case against the Patman bill. 

With the wealth of material I 
have this morning in regard to 
this mock trial, I see no reason 
why I myself should give a second- 
hand report, when I can give a 
firsthand one by simply quoting 
from some of the papers before 
me. However, before I start I 
must get it out of my system that 
I do not think certain well known 
gentlemen carrying titles as in- 
structors in business in various 
colleges and who use these titles 
constantly in their publicity should 
at the same time be in the pay of 
certain big business groups. These 
gentlemen, I notice, use their col- 
lege titles, but do not refer to the 
salaries they draw from commer- 
cial concerns. There is not much 
of this, very little, but it does seem 
that it would be better business if 
what little there is, is cut out. In 
other words, when you talk to a 
distinguished gentleman you 
would like to know what he is and 
whom he represents. 

The following is quoted from 
the New York Times Wednesday 
morning, October 21: 


“PATMAN ‘TEST’ ENDS 
IN JURY DEADLOCK 





“Confusion at Mock Trial, Based on 
Price - Law Complaints, Is 
Called Typical 





“LARGE BUSINESS AUDIENCE 


“Noted Lawyers Appear in Fictitious 
Suit Staged by Executives’ Club Here 





“A ‘hopeless deadlock’ of the jury re- 
sulted last night at the mock trial of 
a fictitious case under the Robinson- 
Patman Anti-Price Discrimination Act, 
held under the auspices of the Sales 
Executives Club of New York in the 
Hotel Astor. 

“After numerous ballots, the jury re- 
ported te former Justice Stephen Cal- 
laghan, who presided, that it was un- 
able to reach a verdict in the case, 
which supposedly would have opened 
the way to recover more than $6,000,000 
in triple damages as the result of al- 
leged price discrimination. 

“Several thousand business men at- 
tended the trial, which has been in 
preparation for weeks. Representative 
Celler and Charles E. Murphy, past 
President of the Advertising Club of 
New York, were associate judges. Rep- 
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resentative Wright Patman, co-author 
of the act, was expected to attend, but 
wired his regrets after expressing his 
interest in the outcome of the trial. 
Arthur Price of the Hearn Department 
Store was foreman of the jury, which 
was composed of business executives 
and trade association officials. Warren 
K. Rishel was general chairman of the 
trial.” 

From the advance notice issued 
by the Mock Trial Committee of 
the Sales Executive Club, I quote 
as follows: 

“$6,000,000 Damages Sought 
in Patman Act ‘Test Case’ 

“A decision which in fiction 
may open the way for suits to re- 
cover over $6,000,000 in triple 
damages as a result of alleged 
discrimination under the Robin- 
son-Patman law in the sale of 
stoves, is scheduled to be handed 
down by the “make-believe” Dis- 
trict Court of Southern New York 
on October 20. 

“The legal action, which is ex- 
pected to prove of constructive in- 
terest to business men because the 
case has been built along lines 
which may be duplicated in scores 
of courts across the country in 
coming months, and happens to 
fit closely into the issues involved 
in the initial complaints issued 
under the Act recently, will take 
place in the Mock Trial of the 
Patman law at the Astor next 
Tuesday, under the sponsorship 
of the Sales Executives Club of 
New York. 

“Asking for a court review of a 
‘cease and desist’ order issued by 
the Federal Trade Commission 
charging discrimination against a 
retailer, according to the plot of 
the case planned by the Sales Ex- 
ecutives Club, the ‘Jackson Stove 
Company’ of Oswego, New York, 
is the principal figure in the ac- 
tion. Attorneys for the company 
have maintained that if the court 
upholds the F.T.C. ruling, the 
stove firm, doing an annual vol- 
ume of $15,000,000 will be headed 
for quick bankruptcy. The de- 
cision, they claim, will provide 
grounds for similar charges on a 
trebled basis in favor of all its 
customers similarly affected. 

“Complainant in the case is the 
*S. L. Henderson Co.,’ of Monto. 
Pa., a medium sized retail store. It 
has charged that the Jackson 
Stove Company discriminated il- 


legally against it under the Pat- 
man law in selling the Wallace 
Co., a national chain store or- 
ganization, a standard four-open- 
ing stove at $9.25, for which it 
was forced to pay $12.75 by the 
stove company. Because it allege: 
it is in competition with the Wal- 
lace Company, the Pennsylvania 
store claims it has been injured 
in competition to the extent of 
$35,000 which, should the Mock 
Court uphold the order of the 
F.T.C. court, the store may seek 
to collect in triple amount under 
Section 4 of the law amending the 
Clayton Act. 

“In the story of the trial the 
Commission refuses to take crim- 
inal action against the Jackson 
executives, informing the Hender- 
son store that Section 3 of the law 
is a separate stature totally dis- 
tinct from Section 2 of the Clayton 
Act as amended by the Patman 
Act, and one for whose enforce- 
ment the Commission is not re- 
sponsible. It also at first refused 
to officially lodge a complaint 
against the stove company until 
the S. L. Henderson Co. produced 
actual invoices showing the dis- 
crimination. This the retail store 
could not do, but it did file alle- 
gation involving Section 3 with 
the Department of Justice, which 
will have taken no action on this 
at the time of the mock trial. 

“The Jackson firm, in an effort 
to clear itself of the charges and 
obtain a clarifying ruling from 
the Commission, offers to supply 
the latter body with invoices sub- 
stantiating the allegations of the 
Henderson store, which it admits 
to be accurate and generally 
known to the trade. It defends 
the discrimination as warranted 
by differences in cost of produc- 
tion, selling, delivery, etc. In 
denying any violation of the anti- 
trust laws, it seeks the establish- 
ment of a formal complaint so that 
the Patman law might be adjudi- 
cated and all business, not just 
its own, informed by court de- 
cision as to exactly what consti- 
tuted discrimination in such a 
case. 

“A complaint issued by the 
Commission against the stove com- 
pany was followed by hearings 
and a decision by the Commission 

(Continued on page 114) 
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ADVANCES BECOMING EFFECTIVE 
Some Makes of Wagons and Velocipedes 


Flexible Armored Cable 


Some Makes and Types of Blow Torches 


Cotton Gloves 
Table Oil Cloth 
Loose Rock Wool 


Lead 


Nov. 5, 
1936 


Copper 


One Make of Copper Tea Kettles 


and Wash Boilers 


Some Disston Hand and Cross-Cut Saws 


ADVANCES BEING ANTICIPATED 


Steel Pipe 


Zinc 


Most Staple Steel and Wire Products 


Copper 
Enamel Kitchen Ware 
Hardware Cloth 


Galvanized Ware 
Wire Screen Cloth 
Poultry Netting 


Copper Wire, Sheets and Other Brass and 


Copper Items 


Bare and Weatherproof Electric Wires 
Paraffined Cloth Glass Substitute 


Wagon and velocipede orders 
have swamped the manufacturers 
and several have advised their job- 
bers that they can accept no more 
business for delivery this year. Sev- 
eral, too, have advanced their prices 
from five to ten per cent. Makers 
of toy lines have withdrawn some 
popular numbers from the market 
for the rest of the season, having al- 
ready oversold their capacity to pro- 
duce in time for holiday delivery. 
The manufacturers claim that they 
planned, and have shipped, an in- 
creased supply this year, but that 
sales gains on many toys have been 
so heavy that their sell-outs came 
much earlier than in former seasons. 


* . 


Flexible armored cable, in 
the leading 14-2 size, was advanced 
on October 21, $1.50 per thousand 
feet. This was the second increase 
above the lowest prices of the year, 
and carries the schedule above that 
ruling a year ago. Weatherproof and 
bare electrical wires are expected to 
make an immediate advance, in con- 
formity with the new raise on cop- 
per. 

* * * 

Some manufacturers of gaso- 

line blow torches announced, effec- 
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tive November 1, an advance of five 
cents each on the competition unit, 
and ten cents each on the better 
quality. 

* * * 

Opening prices on denatured 
alcohol, announced in August, have 
shown weakness in some competitive 
areas. 

© * * 

Jobbers have received notice 
of an advance on table oil cloth, of 
approximately 744 per cent, which 
became effective November 1. 


* + 


There is at present a large sea- 
sonal demand for glass substitutes, 
both the filled wire mesh and cloth 
mesh type, and the paraffined cotton 
fabrics. Prices are the same as rul- 
ing last season, but the cotton cloth 
situation may cause some advance in 
the latter group. - 

* * * 

Building insulation is an in- 
creasingly live development for win- 
ter home comfort and for fuel con- 
servation, and hardware distributors 
are more and more entering into this 
selling. Loose rock wool has recently 
taken a $3.00 per ton advance. The 
price increases of September on as- 
bestos paper and mill board seem to 


HOW'S the 


have-caused no drop in the demand, 
which is the best in several years. 


* * * 


Prices on three competitively 
priced Bernz blow torches were 
slightly advanced on November 1 by 
the Otto Bernz Co., Rochester, N.Y. 
The price of the number 200 torch 
was increased 5c., while the numbers 
87 and 88 torches were advanced 
10c. each. The company has indi- 
cated that further advances may be- 
come .necessary early in 1937 due to 
the increasing cost of copper and 
brass, and to the expense of com- 
pliance with the Social Security Act. 


* * * 


Leading producers of lead, on 
October 27, announced advances 
ringing from $1 to $2 per ton. Cur- 
rent prices now range from 4.55c. to 
4.75c. a pound. Stocks of refined 
lead at the end of September were 
20,517 tons, the lowest in several 
years, but these stocks are still re- 
garded as large, as they .are equiv- 
alent to about four months’ con- 
sumption. 

* * a 

Factories making enamel 
kitchen ware are busy—some have 
backlogs which will carry them 
through the balance of the year, and 
jobbers are told that higher prices 
are possible. Galvanized ware prices 
also are firming, and competition 
alone is keeping prices on standard 
tubs and pails at present relatively 
low levels. There is a good demand 
for copper utensils. One manufac- 
turer has announced advances on 
copper tea kettles and wash boilers, 
and others will probably follow. 

* * 


Henry Disston & Sons, Inc., 
Philadelphia, Pa., announced price 
advances on most of their saw lines, 
effective October 15. Disston high 
grade hand saws were marked up 
about 8 per cent, but with the two 
top-price numbers unchanged. Key- 
stone grade saws, and several miscel- 
laneous saw items, were advanced 
about ten per cent. Some increase 
is also being made on competition 
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quality cross-cut saws — probably 
averaging ten per cent. Current or- 
ders for axes, chopping wedges and 
mauls are sharply improved since 
the soming of cold weather. 


* @ @ 


Cutlery departments are show- 
ing heavy sales gains over last fall 
on butcher knives, cleavers and 
steels. Slicers, and household and 
paring knives, are showing their 
chief volume in the better qualities. 
Orders for pocket knives, for sorting 
up Christmas stocks, are more liberal 
and earlier than usual. Silver-plated 
ware is selling freely, both in the 
staple patterns, and the new modern 


designs. 
* * * 


Supplies are still very short 
on alarm clocks and watches. Several 
leading companies are not accepting 
further business on non - jeweled 
pocket watches or wrist watches, be- 
cause their output has been‘sold for 
the rest of the year. A number of 
jobbers are already out of popular 
watches, and will not be able to 
make further shipments in time for 


Christmas. 
* * * 


Operations in the steel indus- 
try last week advanced a shade, to 
74 per cent of capacity according to 
the October 29 issue of The Iron 
Age. A lot of steel is going into 
new machinery and factory equip- 
ment, for the many plants which are 
forced to modernize and ex pand 
their facilities. When the steel re- 
leases for new model cars are com- 
pleted, to cover advance sales already 
booked, the sheet mills, already busy, 
should be filled to capacity. Some 
makers of steel pipe are now oper- 
ating double shifts, and October 
promises to be easily the best month 
in production of standard pipe since 
the recovery commenced. The WPA 
is one source of a substantial de- 
mand. While residential construc- 
tion has been running above a year 
ago, there is even more pipe called 
for, to use in repair and improve- 
ment work. The heating season is 
on in full force, involving repairs 
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and new installations. Mill prices 
of standard pipe are well maintain- 
ed, and the prevalent view is that 
prices will be advanced for first 
quarter deliveries. 

* * * 


Makers of nails and wire are 
probably about through with ship- 
ments of the low-priced orders 
placed with them during the few 
weeks of September when the “lows” 
were reached. Statements of third 
quarter earnings of some of these 
producers show a sharp loss in net 
income, despite a gain in their vol- 
ume of sales. The worst of the com- 
petitive flurry has passed, and some 
sentiment is reported among the 
mills for a further first quarter ad- 
vance, to follow the mark-up already 
in effect since October 1. If the 
wage increases sought by steel 
workers are granted, there is strong 
probability of a further price rise on 
nearly all staple steel products. 

* * * 


Leading makers of cotton 
gloves have issued notices to their 
trade, of which the following is 
typical: 

“Due to substantial advances in the 
cost of raw materials and other items 
entering into the manufacture of our 
product, we find it necessary to with- 
draw all prices as of October 23rd. 

‘New prices covering our entire line 
will be released within the next few 
days and will be sent to you by mail 
at that time.” 


Definite new quotations have not yet 


reached the jobbers. 


* * * 


An early announcement is ex- 
pected, of 1937 opening prices on 
wire screen cloth, hardware cloth. 
and poultry netting. There is a feel- 
ing that higher costs and quotations 
will rule, than the very low figures 
at which some of this business moved 
during the past season. 

* * * 


Domestic copper prices reach- 
ed, on October 26, the highest level 
since March, 1931, as leading pro- 
ducers raised the price (14 cent) to 
10 cents per pound. This action fol- 
lows the recent rises in export. cop- 
per. which has sold as high as 10.20 





- Business ? 


cents per pound. The domestic ad- 
vance brings the price into line with 
that on foreign sales, and conserva- 
tively reflects the increased demand 
for copper, due to industrial im- 
provement. Copper wire, sheets, and 
other brass and copper items will 
probably follow at once. Lead and 
zinc, too, have shown tendencies to- 
ward advance, but, like copper, their 
prices for some time have been de- 
liberately held by powerful produc- 
ing interests, who apparently be- 
lieve it is better to exert themselves 
to meet demands at present levels 
than to chance holding their volume 
at an advance. In contrast with the 
control of these other metals—tin 
whose markets are fixed abroad, has 
moved up and down over a several . 
cents range. Negotiations by the In- 
ternational Tin Committee to gain 
Siam’s consent to a renewal of the 
restriction agreement have not yet 
met with success, and unless restric- 
tion will be carried on by all of the 
present adherents to this program, 
among the producers, quotations on 
tin can hardly be expected to sta- 


bilize. 
* * * 


September sales of the Chi- 
Namel Paint & Varnish Co., 439 E. 
Ohio St.,, Chicago, IIl., were 76.4 per 
cent greater than those of Septem- 
ber, 1935. This marks the eight- 
eenth consecutive month in which 
sales of the company have shown a 
gain over the corresponding month 
of the previous year. Trade sales 
for the third quarter were 44.5 per 
cent greater than for the same pe- 
riod last year. 


* * * 


With current sales of Crosley 
radios still continuing at a high rate, 
the Crosley Radio Corp., Cincinnati, 
Ohio, expects to operate its radio as- 
sembly lines at or near capacity 
through the current quarter up to 
mid-December. The forecast made 
earlier in the year by the company 
that unit sales in 1936 would set a 
new high for the company seems to 
stand an excellent chance of being 
fulfilled, with a large backlog of un- 
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filled orders in the company’s books. 
An important feature of the 1936 
market is the consumer trend toward 
more expensive radio receivers. Pro- 
duction of Shelvador electric refrig- 
erators was at the customary sea- 
sonal low in October although tools 
and dies were being installed in 
preparation for volume production 
to start during November. 


* + 


The Parker Pen Company 
have announced that their sales of 
fountain pens, pencils, sets and ac- 
cessories for the first nine months of 
this year were 25.81 per cent larger 
than during the corresponding 1935 
period. Sales during September 
were 13 per cent ahead of those in 
August and 43.82 per cent larger 
than a year ago. Fountain pens have 
become a national staple, but a great 
bulge in the demand for the better 
pens and sets always comes with the 
approach of the holiday gift season. 

* & # 


October in hardware has set 
another good record in retail and 
wholesale volume, gaining substan- 
tially over its 1935 figures in almost 
all parts of the country. A few sec- 
tions reported that too much mild 
and rainy weather delayed the move- 
ment of seasonable lines, but it seems 
certain that October’s average gains 
over the same 1935 month were 
larger than the increases in either 
August or September. This means 
that the tide of betterment is still 
rising. The comment, and evident 
feeling, of the many visitors to the 
Atlantic City convention, contributed 
their quota of assurance that hard- 
ware affairs are in generally good 
shape. October will probably appear 
as the peak month of 1936, not only 
in our own industry, but in other 
important “consumer” lines as well. 

*~ a * 


Seeking the high-spots of re- 
cent selling, one learns that, despite 
a late start, this season is the best 
in a number of years, for the sale of 
stoves and ranges. A great variety 
of new patterns in oil heaters and 
oil cook stoves is offered, and these 
are growing rapidly in popularity 
except in the sections where coal is 
plentiful and cheap. Manufacturers 
of many stoves and accessories are 
still behind, and would undoubtedly 
have had cancellations from disap- 
pointed customers, had not the short- 
age proven almost universal. Im- 
provements in design and finish 
from season to season make all sell- 
ers anxious to avoid carry-overs, and 
there has been almost no “old 
model” supply to upset this season’s 
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market. Price levels have been rea- 
sonable, and the current good sales 
volume is at profit margin§ rather 
satisfactory to the retailer. 

¥* * * 


Wholesalers report that their 
incoming orders for holiday goods, 
including toys and winter sports 
items, are both more numerous and 
for larger quantities than last year. 
Sleds and ice skates, whose retail 
volume is largely a gamble on the 
weather, have been no exception in 
their liberal early ordering. Last 
season brought a general clean-up of 
dealers’ stocks on these lines, and 
the clean slate has helped toward 
this year’s good start. 

* * * 


A notable demand continues 
for carpenters’ and mechanics’ tools, 
not only from the artisans them- 
selves, but very largely from the 
farmer and householder. The better 
times have lifted the demand toward 
the better qualities, though the real 
volume is still centered on popular- 
priced tools. The hardware stores 
are finding no difficulty in meeting 
their mail-order and chain competi- 
tion, both in quality and price, and 
the hand-tool business is definitely 
coming back. Hardly any important 
hardware line had sunk to a lower 
ebb, than tools, during the building 
slump, and the manufacturers have 
deserved this recovery by their intel- 
ligent planning, with their distribu- 
tors, for consumer interest and vol- 
ume. The coming of winter will re- 
vive sales of home workshop equip- 
ment, and good tools will also share 
largely in the holiday gift sales of 
the stores. 

* * * 

Spare parts for roller skates 
suck as keys, wheels, straps and 
clamps, are increasing business for 
hardware dealers, reports D. P. Har- 
ris Hardware & Mfg. Co., Inc., New 
York City. The manufacture of such 
parts has had serious thought and 
study from engineers of the Harris 
company. 

* * * 

Bicycle production for 1935. 
according to preliminary figures of 
the Biennial Census of Manufac- 
tures, totaled 639,439 bicycles—the 
peak for a period of more than thirty 
years. Their total manufactured 
value was $11,781,313. The only 
census record of a larger production 
was for 1899 when the total for the 
year was 1,182,691 bicycles. 

* & & 


Radios and furniture have 
been mentioned before, as excep- 
tionally active in sales this fall, and 


their rate of gain continues. Sep- 
tember shipments from furniture fac- 
tories not only gained more than 
seasonably over August, but were 
well above the average for the 
month. Household supplies of all 
sorts are greatly in demand, and it 
seems certain that the equipment 
and comfort of the average Amer- 
ican home is steadily reaching a 
high standard. The “gim-crack” type 
of furnishings and utensils are no 
longer popular, and both beauty and 
durability are sought. The increase 
in the building of small homes has 
resulted in a better demand for fire- 
place furniture than jobbers have 
had since 1929. 


* + %* 


Helped by a new high record 
of sales in September of 174,835 
units—134% per cent over a year ago 
—sales of washing machines for the 
first nine months of this year totaled 
1,379,062 units, also a record, and 
above previous full year totals. Sales 
to October 1 were 24.9 per cent over 
the like 1935 period. Household 
ironer sales for the nine months 
were 136,413 units, a gain of 25.7 
per cent, while September sales were 
13.3 per cent over a year ago. New 
orders for domestic oil burners for 
the first eight months totaled 100,- 
673 units, compared with 68,955 in 
the same 1935 period, a gain of 46 
per cent. 

% * * 

Scarcity of merchandise con- 
tinues to loom as the surprise and 
the chief anxiety of the fall selling 
period. Steel products and season- 
able hardware items are by no means 
the only sufferers. The textile indus- 
try has experienced even more nu- 
merous and longer delays, and pro- 
ducers in many other lines are ship- 
ping far behind their normal time 
schedules. Too-conservative prepara- 
tions, with a slow supply of raw 
materials and a shortage of skilled 
labor, at a time when all America is 
starting to buy, have held down the 
potential sales totals of a great many 
manufacturers during the past nine- 
ty days. Their distributors, too, have 
lost needed and waiting patronage, 
and have had to answer many com- 
plaints. The greatest “runs” have 
been, and will continue to be, on the 
lines whose pricing has been most 
popular and reasonable. The reac- 
tion to rapid price mark-ups, in cer- 
tain industries, shows that the public 
is not ready to accept sharp ad- 
vances. 

. * * as 
Following is a composite of 
the opinion of the Business Survey 

(Continued on page 120) 
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A Comforter 

Stoux City, Iowa—We acknowl- 
edge receipt of our copy of the 
HarpwarE Ace Annual Merchan- 
diser or “Who Makes It?” 

The book contains much informa- 
tion not in the last issue and it is 
extremely valuable to us as jobbers, 
and we also believe it is to retail 
dealers, to have a copy of this book 
in our business library. 

The human mind can not carry 
the detailed information we are 
often asked for in regard to who 
makes certain kinds and styles of 
merchandise. It is a comforting feel- 
ing that we have this book in our 
library and that we can refer to it 
and furnish accurate information to 
all who inquire. 

Gro. M. Evenson, Vice-President, 
Knapp & Spencer Company. 


Helpful and Handy 


PittspurcH, Pa.—Want to take 
this opportunity of thanking you for 
the recent issue of “Who Makes It?” 

We find this book very helpful and 
always keep it handy. 

J. Harotp DumBELL, 
Secretary-Treasurer, 
Samuel McKnight Hdwe. Co. 





Almost Perfect 

Lyncusurc, Va.—We must say 
that the last issue of Hardware Di- 
rectory is more complete than ever 
before, and we are sure we can use 
it to better advantage. 

We do not see how you can im- 
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The “Who Makes It Issue 
Reaches the Trade 


And Saves Dollars for Hardware Men 


prove it any from the way you al- 
ready have it. 
Joun E. Gannaway & Co., Inc. 


Pleased with a Life Saver 

Natick, Mass.—The annual, or 
“Who Makes It?”, we are pleased to 
receive, and it is a very convenient 
and useful directory. 





There are so many things that 
come up in this business no one 
man can know it all. I have remarked 
that it is a life saver. 

Henry G. Fiske, Pres. and Treas. 
The Fiske Corporation. 


A Big Help 


SPRINGFIELD, Mo.—We have re- 
ceived the copy of Harpware AGE 
Annual Merchandise, or “Who 
Makes It?”, Directory and we think 
it is a big help and we are always 
glad to keep this in our catalogue 
file. 

J. E. Swinpter, Sales Manager, 

Rogers & Baldwin Hardware Co. 


Couldn't Do Without It 


TEXARKANA, ARK. TEx. —I just 
finished looking through a copy of 
the Harpware AcE Merchandise Di- 
rectory, or “Who Makes It?” and 
feel duty bound to write you. 

It takes more than one sitting to 
go through this volume carefully, 
because it does seem that with each 
issue you improve it so materially. 
And in this last issue you have made 
such a complete departure from 
anything I have any recollection of 
having seen of this nature. And it 
is not only instructive, but very in- 
teresting reading matter. Just don’t 
know how the hardware fraternity 
would get along without HARDWARE 
AGE. . 

More power to you. 

F. E. Puarr, President, 
Buhrman-Pharr Hardware Co. 


Kept Convenient 

Jackson, TENN.—We received the 
annual HarpwareE AcE Merchandise 
Directory and appreciate same very 
much. 

For years we have kept your 
Annual Directories at a convenient 
place and find that we frequently 
have an occasion to refer to same. 

Hucu C. Ross, 

Pres. & Gen. Megr., 

McGee-Ross Hardware Company, 

and President, 

National Retail Hardware Assn. 
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Consumer Cooperatives 


By DR. WILLARD L, THORP 


Director of Economic Research, Dun & Bradstreet, Inc., New 

York City, Tells Wholesalers and Manufacturers, Oct. 21, 

1936, at Atlantic City, of the History of the Consumer Co- 

operative Movement in the United States; of Its Progress in 

Europe. Says “Coops” Are Not Significant Factor in Our 

Scheme of Distribution and That Inroads on Regular Business 
Has Been Limited and Spotty 


N the early forties, a Boston 
tailor, John G. Kaulbach, or- 
ganized his neighbors into a 

buying club, which later became the 
first store in a movement extending 
over ten states and into Canada. At 
one time, this new venture had 700 
local societies, each operating a 
store. This early cooperative en- 
deavor declined about the time of 
the Civil War. 

In the early seventies, a second 
wave swept the country sponsored 
among labor groups by the Knights 
of Labor and among farmers by 
the Patrons of Husbandry, better 
known as the Grangers. It soon col- 
lapsed, but from its ruins emerged 
the Sovereigns of Industry, founded 
in 1874, with local groups in the 
eastern states from Maine to Mary- 
land. But like its predecessors, it 
survived only a few years. 

The beginning of the direct an- 
cestry of the present movement in 
the country dates back about thirty 
years, when the Cooperative League, 
a New York City organization, began 
operation. It undertook a vigorous 
educational campaign. After a few 
years, it failed, but members of the 
group were among those who in 1915 
organized the present Cooperative 
League of the United States. This 
is a central federation of local so- 
cieties devoted to spreading the gos- 
pel of cooperation, and is very active 
at the present time. 

So you can see that the idea of 
consumer cooperation is nothing new 
in the United States. And its history 
and record are much more signifi- 
cant in other countries. However, 
before we go into that, perhaps we 
should consider just what a con- 
sumer cooperative society really is. 

A consumer cooperative is a form 
of business enterprise conducting 
business solely in the interest of the 
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buyer. There is no individual busi- 
ness man, partnership or corpora- 
tion, which takes the profits or bears 
the losses. There are paid managers, 
but the ownership is in the hands 
of the customers, that is, the con- 
sumers. 


How It Works 


Perhaps I can make this clear 
by an example. Let us suppose that 
one hundred families in Middletown 
decide to form a consumers cooper- 
ative to deal in groceries. To get 
the necessary capital, $10 certificates 
are issued which pay a fixed rate 
of interest, let us say, 5 per cent. 
Anyone with one such certificate is 
automatically a member. But no 
matter how many certificates he 
holds, each member has one vote. A 
store is rented, a manager hired, a 
stock of goods is purchased, and the 
cooperative is ready to start. The 
goods are sold at prevailing market 
prices, and anyone can come in and 
buy at the store. Each month, the 
accounts are totaled. Let us say 
that after the expenses and interest 
charges are met, there remains a sur- 
plus. This is, of course, the profit 
which, in our more usual types of 
enterprise, would go to the owner. 
But in the cooperative, it is dis- 
tributed to the members according 
to their proportion of total pur- 
chases. If I bought twice as much 
as you during the month, my pat- 
ronage dividend would be twice as 
large. 

The distinguishing characteristic 
of the consumer cooperative lies in 
its ownership. All its differences 
from an orthodox enterprise spring 
from this one factor. It knows no 
special tricks about wrapping bun- 
dles or decorating store windows. It 
cannot even be said to do away with 
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the profit system, but rather to 
transfer the receipt of profits from 
those who provide the capital or 
manage the enterprise, to those who 
use it. 

The primary economic argument 
advanced for the type of organiza- 
tion, is that the modern process of 
trying to sell the consumer has re- 
sulted in many wasteful and unde- 
sirable practices. The defenseless 
consumer is bombarded with all sorts 
of more or less deceitful sales ap- 
peals. He is sold goods which he 
does not want. He is sold inferior 
products because they will yield a 
larger profit to business men. He 
is offered brands and product va- 
riations far more numerous than are 
necessary to suit his needs, or to 
permit intelligent choice. After all. 
he has only so many dollars to 
spend, and he needs little encour- 
agement to spend them. All this 
furore and fantasy only adds to the 
price of goods and interferes with 
his deciding independently on what 
his needs really are. But if he, the 
consumer, is the owner of the busi- 
ness, if it is not run to make money 
off him but for him, all this market- 
ing muddle would be cleared, costs 
would be lowered and prices could 
be reduced. 

The cooperative movement is not 
built solely on economic grounds. 
It is essentially a social philosophy. 
It insists that the pursuit of profits 
by business men under a system of 
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economic competition is morally de- 
grading. The Golden Rule does not 
describe competition but cooperation, 
and various church groups have 
shown a marked interest in the 
movement on ethical grounds. Fur- 
thermore, the philosophers argue 
that the profit motive is a most un- 
satisfactory approach to the proper 
operation of an economic system. 
After all, the whole purpose of 
economic operation is.to provide the 
necessities, comforts and luxuries of 
life to consumers. But the capital- 
istic system, through profit-making, 
introduces conditions which result 
in an uneven distribution of wealth, 
and the oppression of the majority 
by a powerful minority which uses 
its control over the instruments of 
production to exploit the other 99 
per cent of the consumers. So, the 
exponents of this philosophy argue, 
the maximum public welfare re- 
quires that the consumer interest 
take the control of directing eco- 
nomic processes, of deciding what 
products shall be produced and of 
eliminating all the ballyhoo from 
modern selling. 


Called Democratic 


And furthermore, they argue that 
the cooperative approach is essen- 
tially democratic, while capitalism 
leads to the erection of classes. 
Membership is usually open and un- 
restricted, with no limitations in 
terms of race, creed, economic status 
or political affiliations. Each mem- 
ber has one vote, regardless of his 
capital contribution or amount of 
patronage. Its methods are peaceful 
and evolutionary, calling for neither 
violence nor revolt. It is quite inde- 
pendent of government action, thus 
avoiding the conventional criticisms 
of socialism and communism. In 
fact, it is nothing but a group of 
consumers who decide to take the 
profit for themselves rather than to 
utilize an independent business en- 
terprise. But, as a result of this 
single shift in emphasis, they believe 
that many of our economic difficul- 
ties will disappear. 

The basic principles of modern 
consumer cooperatives are usually 
regarded as springing from the fa- 
mous Rochdale Society of Equitable 
Pioneers, founded in England in 
1844. Their plan was not devised 
by philosophers or theoretical econ- 
omists, but by a group of 27 
families of very poor English flannel 
weavers. They had to save for a 


year to amass their capital of about 
30 pounds sterling. Their sales for 
the first week amounted to. only 
slightly over 


2 pounds sterling. 
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From this humble beginning, the 
plan spread rapidly through the 
British Isles and later to other 
parts of Europe. By 1933, the mem- 
bership of consumer cooperatives in 
Great Britain and Ireland was over 
7 million, or over 10 per cent of 
the population, and represented be- 
tween one-third and one-half of all 
the families in Great Britain and 
Ireland. It has an enormous co- 
operative wholesaling organization, 
which services the retail units. It 
has been extended into manufactur- 
ing. Its tea plantations are the 
largest in the world. 


In Foreign Lands 


In numerous other European coun- 
tries, consumer cooperation has 
reached a status comparable with 
that in the British Isles, although 
this development has been more re- 
cent. The Scandinavian countries 
have been especially hospitable to 
the movement. In Sweden, for ex- 
ample, the Cooperative Union was 
formed in 1899, passed the 100,000 
member mark in 1913 and a half 
million in 1931. At present, there 
are about 4000 cooperative stores, 
with annual sales of about $100 mil- 
lions. Their membership of 55,000 
represents about one-third of the 
families in Sweden. The Coopera- 
tive Union engages extensively in 
manufacturing and _ wholesaling. 
Last year, it purchased the second 
largest department store in Stock- 
holm. 

A review made by the U. S. Bu- 
reau of Labor Statistics of consumer 
cooperatives throughout the world 
for 1934, reported for 45 countries 
a total of over 37,000 consumer so- 
cieties with 93.5 million members. 
Of these, 10,000 societies with 73 
million members were in Soviet 
Russia, leaving about 27,000 so- 
cieties with 20.5 million in the other 
44 countries. 

The movement has penetrated 
most deeply in the British Isles, 
Sweden, Denmark, and Switzerland. 
As far as it has been possible to 
estimate, not over 15 per cent of 
the total retail trade of any country 
other than Russia is in the hands 
of cooperatives. However, the co- 
operatives have not invaded all 
areas of retail trade. For example, 
about three-fourths of the business 
of the British cooperatives is in 
foodstuffs. The remainder is made 
up of lines such as drugs, fuel, and 
wearing apparel. And throughout 
the other countries of Europe, the 
staple necessities usually comprise 
the bulk of the business. 

It is evident that in Europe, con- 


sumer cooperation is a recognized 
part of the distribution system. It 
has by no means eliminated private 
enterprise, but has become a com- 
petitive factor as has the chain store 
in this country. In fact, many of 
these cooperatives closely resemble 
American chain systems in their 
general structure. Not only do they 
operate multiple outlets, but they 
have expanded into the wholesaling 
and manufacturing field. One might 
suggest the thesis that when mass 
distribution through multiple out- 
lets became possible, it emerged 
in the form of cooperatives in Eu- 
rope—chain systems in America. 

But now to come to the American 
picture. For many of my facts here 
as well as throughout this paper, I 
am deeply indebted to Professor J. 
L. Palmer of the University of 
Chicago. It is doubtful whether true 
consumer cooperatives in this coun- 
try do an annual business of over 
$150 millions, or less than one-half 
of one per cent of the total retail 
trade. Nor is there evidence of any 
extraordinary growth in recent years, 
with one exception, the gasoline and 
oil business. The first retail so- 
ciety of this kind was founded in 
1921. The first cooperative oil 
wholesaler began operation in 1926. 
This organization had 134 retail so- 
ciety members in 1935, with a 
consumer membership of 40,000. 
Perhaps half of the consumer co- 
operative activity in this country 
today is in the oil field. 


Specialty Fields 


Perhaps I should mention the fact 
that the principles of cooperation 
are more evident in certain specialty 
fields not usually regarded as com- 
ing under the narrow head of con- 
sumer cooperation. There has been 
a long development of the coopera- 
tive purchasing of farm supplies, 
particularly feed and fertilizer. In 
1924, such cooperative ‘purchases to- 
taled about $76 million, or 5.7 per 
cent of the total. Also, there are 
cooperative housing projects, coop- 
erative banks or credit unions, and 
cooperative insurance companies. 

However, the picture is clear that 
consumer cooperatives are not a sig- 
nificant factor in our scheme of 
distribution. Only in isolated spots, 
perhaps four or five states and in 
the oil industry, has private enter- 
prise even been aware of its ex- 
istence. Many of the existing 
societies are in foreign-born com- 
munities, transplanted from their 
European background. I assume it 
is therefore not your immediate 

(Continued on page 94) 






















New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 
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Hordware Stores 


Felt Xmas Tree Mat 


“Fidelity”—for protecting, rug, car- 
pet or floor. Standard size, 44% x 9 ft., 
allows ample room in front of tree for 
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KEEPS CARPETS AWD FLOORS CLEAN 


tie es 


toys and gifts. Larger or smaller sizes 
cut to order. Seven-color counter dis- 
play card supplied to dealers. Mat is 
available in white or green. Standard 
size retails at $2.00. Fidelity Felt Co., 
Front & Venango Sts., Phila., Pa. 








Wooster Counter Sampler 


This display (No. 30), a unit in the 
Wooster 3-Point Merchandising System, 





is a metal display and is designed as a 
supplementary unit for the Swinging 





Sampler. Sixty-seven brushes are shown 
on a sloping front panel. In addition 
to providing an effective and forceful 
display, it also furnishes a handy re- 
serve stock for the swinging model. All 
brushes are interchangeable between 
the two units. The Wooster Brush Co., 
Wooster, Ohio. 





Frantz Cabinet Catch 


No. 301—of all steel construction; 
quickly reversible for right or left hand 
doors by removing a single screw and 





turning the handle. The strike is ad- 
justable for offset as well as flush doors. 
Available in all standard plated finishes. 
Frantz Mfg. Co., Sterling, Il. 


Sty~ 





Garbage Can Holder 


Sani-Stan, maker states, is dog proof, 
adjustable, sanitary, and a can saver 
as it prevents rusting and freezing to 





ground. The Sani-Stan is easily screwed 
into the ground and will hold firmly 
standard size garbage cans. Western 
Products, Inc., Newcastle, Ind. 





Saturn Ash Tray 


Globe is of polished chromium and 
band around it is bronze with an inner 
ring of black studded with raised cop- 


per stars. With a flip of the removal 
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holder, the ashes disappear. It is easy 
to empty and clean. Retail selling 
price, $2.00. Revere Copper and Brass 
Inc., Rome, N. Y. 
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Roadmaster Bicycle 
















The new Roadmaster Bicycle, skill- 
fully designed, presents an appealing 
and practical model. In addition to 
its completely modern streamlining, 
the maker states it has the all-impor- 
tant mechanical features that are the 
fundamental appeal to the buyers. The 
Cleveland Welding Co., Cleveland, 
Ohio. 





Hand-ee Holiday Package 





Each model of the complete line of 
Hand-ee Grinders has been packaged 
with a special Christmas wrapping to 
attract gift seekers. The coverings 
range from blue and silver to a new 
combination of brown celluloid ribbon, 
highly decorated. The wrappings can 
be easily removed and the Hand-ees 
placed in regular stock at any time. 
There is no charge for this special ser- 
vice. Chicago Wheel & Mfg. Co., 1101 
W. Monroe St., Chicago, III. 


“Cushin-In-Grip” Traps 





Has rubber-riveted-to-steel-jaws which 
acts as a cushion on animal’s leg. Maker 
states animal can not break loose by 
turning or twisting because rubber pre- 
vents breaking and wringing of leg 
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Condiment Set 


Consists of three twilight blue jars 
with chromium plated brass covers and 
white catalin knobs, and three glass 






spoons. Tray is chromium plated over 
brass. Revere Copper and Brass, Inc., 
Rome, N. Y. 





bone. In some cases trap will not break 
skin. Traps have strong spring, wide 
table, and high grip. Made in No. 1 
size for muskrat, mink, skunk, etc. No. 
Bl-J jump trap and No. BI1-L long 
spring trap have jaw spread of 4% in. 


Chas. D. Briddell, Inc., Crisfield, Md. 





Carrollton Tea Kettle 





Made from 18-8 Stainless Steel 
throughout. It has a capacity of 4% 
quarts; diameter, 8% in., over-all 
height, 9 in. Handle extends half way 
across top. No. 335. The Carrollton 
Metal Products Co., Carrollton, Ohio. 


Jay-Way Door Holder 














An attractively made holder of du- 
rable construction designed to prevent 
doors from swinging in either direction. 
Easily put into position or removed 
with one hand by flexing each end with 
the fingers. The holder measures two 
inches wide and is five inches long. It 
is made of clock spring steel, nickel 
plated with rubber composition cushions 
which will not scratch floors. Sug- 
gested retail selling price 50c. Dealer 
discount 33 1/3 per cent on small or- 
ders and 40 per cent in six dozen lots 
or larger. W. Jennings Butts, 1 E. 42nd 
St., New York City. 


Grab Basket Special 








For 10c merchandise. Consists of an 
assortment of the best sellers in the 
company’s line to be placed in an at- 
tractive 4-color waste basket, given free 
with each assortment. The _ basket, 
Model 036, made by The F. H. Lawson 
Co., Cincinnati, Ohio, is 14% in. high, 
bottom diameter, 10 in.; top diameter, 
13 in.—retail value, 59c. All merchan- 
dise is packed in one carton and basket 
in another. The A. S. Boyle Co., 1934 
Dana Ave., Cincinnati, Ohio. 


Fishing Rods and Baits 


True Temper Fishing Rods and Al. 
Foss Baits are described and illustrated 
in a new catalog entitled, “True Temper 
Products for Sport.” It consists of 28 
pages with lures illustrated in natural 
color. Included are the new True 
Temper Trolling Rod, Power Master, 
Fly Rods and the Al. Foss Lures—the 
Sheik and the Fan Dancer. The cata- 
log also contains instructions for fly 
and bait casting. The American Fork 
& Hoe Co., Sporting Goods Division, 
Geneva, Ohio. 
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Automobile Lunch Tray 


Fits on the auto window sill with 
folding brackets, which brace _ it 
against the door of the car so ‘firmly 











that entire lunch may be set upon it. 
Maker states the thin rubber-tipped 
feet, which slip between window and 
sill, will not scratch. Tray is of sturdy 
metal sheet, has rim to prevent dishes 
or silver from slipping and is enameled 
in green and white, or brown and 
white. When not in use, it folds flat 
and out of the way. Ponten Mfg. Co., 
1416 Fifth St., Berkeley, Cal. 





Motor Warmer 


Bunsen-Davy Motor Heater burns 
kerosene or coal oil and keeps motors 
warm in cold weather. Protected by a 





“Davy Screen” of the type used in 
miners’ lamps to prevent explosions. It 
is easily lighted without removing the 
screen. Approved by Fire Marshals 
and does not affect insurance on cars 
or garages. Said to cost approximately 
2c a day to operate; eliminates hard 
starting, damage from freezing and wear 
on battery and engine. List price, $4.95. 
Lion Chain Co., 1301 S. Clinton St., 
Chicago, distributor. 





Hoover Cleaning Ensemble 


This One Fifty Cleaning Ensemble in- 
troduces the ensemble idea into electric 
cleaners. Cleans both rugs and fur- 
nishings. The handy kit assembles all 
cleaning tools in one convenient spot. 
Small plug at the side connects the 
power. The One Fifty is of magnesium, 
the airplane metal, one-third lighter 
than aluminum. Motor hood is of 
Bakelite. Modern classic design on the 
“teardrop” principle in blue and strat- 
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osphere grey. Retail price for machine 
alone is $81.50; with cleaning tools, 
$96.00; cleaning tools alone, $17.50. 
The Hoover Co., North Canton, Ohio. 





True Temper Rods 


The American Boy Rods again of- 
fered in 1937 without change in design 
or construction. List price is $3.25. 





The 020 Professional Series two-piece 
Fly Rod is provided with strip guide of 
genuine agate, Tungsten line guides, 
improved screw locking reel seat and 
handle built up of select cork rings. Re- 
tail price, $20.00. The Power Master 
Rods have a new-type handle, made 
with 19-inch double cork grip and pro- 
vided with an offset Speedlock reel seat 
handle. The new Trolling Rods have a 
19-inch double wood grip handle with 
Speedlock offset reel seat of ample. size 
to accommodate fresh and salt water 
reels up to 250 capacity. The new Al. 
Foss Sheik bait and its companion, the 
Fan Dance, introduced in 1936, are 
again being offered for 1937. Further in- 
formation on these items may be ob- 
tained from The American Fork & Hoe 
Co., Sporting Goods Division, Geneva, 
Ohio. 


Easy Washers 


Model 2B, illustrated, is equipped 
with the exclusive Easy Turbulator, 
which guarantees 3-zone washing. Has 





new “safeguard” wringer. Super-safety 
roll-stop control and instant release of 
guard insure maximum safety to oper- 
ator. Drainboard is __ self-reversing. 
Available with or without electric pump 
—electric or gasoline motor optional. 
The 1937 Easy line also includes severa) 
other new models. Easy Washing Ma- 
chine Corp., Syracuse, N. Y. 





Easter Egg Display 


This colorful display is being offered 
in connection with a special 100 pack- 
age Easter egg decoration deal, listing 





at $7.25. The center piece, showing 
Donald Duck is 18 in. high. It is Kapol 
stuffed, made of blue and white velvet 
and has a retail value of $5.00. It may 
be sold or retained by the dealer for 
his own children. A new package of 
37 different Disney character transfers 
is being added to the Paas line. The 
duck will be offered as a premium to 
wholesalers’ salesmen and the deal it- 
self is limited to orders booked before 
Dec. 31. Paas Dye Co., Newark, N. J. 
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GEN. SHERMAN - U. S. 


‘TRUNK VOLUME 
50,010 CU. FT. 


” GEN. GRANT: U.S. 


TRUNK VOLUME 
45,232 CU. FT. 





THAT GENERAL 
GRANT'S THE 


THE WORLD'S 2 BIGGEST TREES 
ARE ABOUT THE SAME SIZE... 












NO—THE GENERAL 
SHERMAN’S A LITTLE 


BIGGEST TREE 
IN THE WORLD, 
ISN'T IT 2? <i 





but the second biggest magazine is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


| graces figures—50,000 cubic feet of timber in the 
trunk of a single tree! But for startling figures, get this: 
If each cubic foot represented one copy of the world’s 
biggest magazine, it would take a mighty forest of 120 
General Shermans to equal the regular circulation of nearly 
6,000,000 copies of The American Weekly! 

87% of this vast sales-making circulation is concentrated 
in 624 of the country’s 3,074 counties. These 624 counties 
embrace all cities of 10,000 
or more population. In them, 
68% of all the nation’s fami- 
lies live and 81% of ail retail 
sales are made. 

The American Weekly’s 
circulation of nearly 
6,000,000—double that of 
any other magazine on earth 









The 
AMERICAN 
WEEKLY 









Circulation 
in the World 


anh 





NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 









**The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


— moves merchandise faster, more profitably — assures the 
quickest, surest turnover for retailers who sell the every- 
day necessities and luxuries of life. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the great Hearst Sunday 
Newspapers. In 627 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly concen- 
trates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the Ttamilies 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. .. and, in addition, more than 2,000,000 families in thou- 
sands of other communities, large and small, regularly buy 


and read The American Weekly. 
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The Robinson-Patman Price 
Discrimination Act 


By THURLOW M. GORDON, 


Wright, Gordon, Zachary & Parlin, New York, N. Y., Discusses 

the Act Before the Wednesday Morning Joint Session. Bene- 

fits and Burdens, Its Application to Large and Small Units of 

an Industry, Functional Differentials, Quantity Discounts, 

Probable Evolution and Interpretation of the Act, Effect upon 
the Sherman Act, Enforcement 


Robinson-Patman Anti-Discrim- 
ination Act has been the sub- 
ject of the most intense discussion. 


Fre: the last four months the 


Benefits as Well as Burdens 


It may prove to offer benefits as 
well as burdens. No one can: say 
yet on whieh side the net balance 
will be found. 

It recognizes the desirability of 
open, non-discriminatory competi- 
tion. It helps the smaller units by 
preventing excessive and uncon- 
scionable quantity discounts. It 
helps the larger and the smaller 
units alike by tending to prevent 
that secret and desperate bidding for 
volume to keep down overhead which 
contributes so much to the violence 
of the price demoralization in a 
buyer’s market. It prohibits the use 
of certain: old and _ well-known 
“chisels”—such as fake brokerage 
and advertising allowances. I ven- 
ture to predict that even the hard- 
ware merchants will be glad to see 
those “chisels” laid permanently on 
the shelf. And, finally, it makes the 
buyer as well as the seller personal- 
ly liable—thus removing the pres- 
sure of the irresponsible purchasing 
agent. 

On all these counts the Act may 
prove to be a great step forward 
toward stability and fair dealing. 

On the other hand, its uncertain- 
ties may tend to paralyze initiative. 
[t may promote a flood of nagging 
controversies and blackmail triple 
damage suits. It may compel the 
disclosure of costs at the demand of 
disgruntled customers and competi- 
tors. It may be given fanatical con- 
structions which will disrupt the 
whole system of production and dis- 
tribution—or which will prevent the 
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conduct of business on a national 
scale and destroy industries located 
at a distance from their markets. 
And, finally, if enforced in such a 
manner as to apply to industry, in 
the minutest detail, those rigid rules 
against discrimination which are ap- 
plied to railroads, it may prove to 
be impracticable, exasperating, and 
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impossible to live under or enforce. 

In any event the law is not one 
that can safely be ignored—in the 
expectation that it will shortly pass 
away like the NRA or the Prohibi- 
tion Act. In the present state of 
public opinion it seems quite likely 
that in some form it may continue 
—and exert an important and per- 
manent influence on our business 
life. 

If construed literally, the Act (and 
especially Section 3) would violently 
and unreasonably disrupt our exist- 
ing system of production and dis- 
tribution. It is generally believed 
that it will not be so construed. 


It seems much more probable that 
the courts will decide that not every 
price discrimination is prohibited by 
the Act, but only such as are “un- 
reasonable” or “undue” or without 
just cause or excuse—and will ex- 
empt certain classes of transactions 
which are not within the spirit and 
purpose of the Act, even though not 
among the exceptions specifically 
enumerated. The words in the 
Sherman Act—“every * * * combi- 
nation * * * in restraint of trade”— 
were so construed. 

Moreover, even under the express 
language of the Act, not every dis- 
crimination in price is prohibited 
—but only “injurious” discrimina- 
tions. 

There may be classes of price 
variation which are entirely reason- 
able, which are justified by normal 
and natural business considerations, 
and which do not “injure” or affect 
competition in any important way 
and have no dangerous probability 
of doing so. 

Functional differentials are of that 
character. 


The Act Applies to the 
Smaller as Well as to 
the Larger Units of 
an Industry 


There has been a tendency on the 
part of some to take the attitude 
that the Act was intended only to 
apply to the larger members of each 
industry, and that the smaller mem- 
bers need not pay any attention to it. 

I do not think that even the “rule 
of reason” as applied to this Act 
will have any such result. It will 
not be necessary to prove that com- 
petition generally will be seriously 
affected or that there will be any 
danger of monopoly. That was what 
the old Clayton Act required—and 
that is the very thing that the Rob- 
inson-Patman Act was intended to 
change. 

The sponsors of the Robinson- 
Patman Act certainly intended to 
make the test—not injury to com- 
petition generally, but injury to 
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that the Barrett Way 
‘ is the Sure-Fire Way 


TO SELL ROOFS... 


From all over the country, Barrett dealers and applicators send 
us enthusiastic reports of their success in selling roofs with 
Barrett’s de luxe “‘Slow Fire’’ direct mail campaign. Above are 
a few typical records they have made. 

Here is evidence of the most tangible sort that ‘‘Slow Fire”’ 
is a sound selling argument, that it captures interest and that 
it produces inquiries—and sales! 

Have you circularized your prospects with the ‘Slow Fire’’ 
mail campaign? It’s a sure-fire way to help yourself to profitable 
business before winter and cold weather set in. Why delay? Ask 
the Barrett salesman to show you the Barrett sound-slide films, 
study the Barrett ‘‘How to Make Money in the Reroofing Busi- 
ness”’ booklet, and make the most of your campaign. 


THE BARRETT COMPANY 
40 Rector Street, New York, N. Y. 


2800 So. Sacramento Ave., Chicago, Ill. Birmingham, Alabama 





NOVEMBER 5, 1936 87 

















single individuals. They intended to 
require equality of price to all com- 
petitors in the same class under like 
circumstances and conditions. 

Consequently I do not think the 
Act will be interpreted as applying 
only to the larger sellers—com- 
pelling them to adhere rigidly to 
uniform prices but permitting their 
smaller competitors to use discrim- 
inatory cut prices as much as they 
please. 

Even under the “rule of reason” 
such an interpretation would result 
in grossly unfair and “injurious” 
competition against the larger com- 
panies. 

It would have the same result that 
was brought about in a number of 
industries—such as the lumber in- 
dustry—during the later phases of 
the NRA. The larger companies in 
general followed their filed prices 
and obeyed the law. The smaller 
companies disobeyed with impunity 
and rapidly took away the business 
from the larger ones—bettering their 
relative position by unfair and 
parasitic competition. In the lum- 
ber industry the cut-price competi- 
tion of the small, portable mills so 
completely demoralized the market 
that the courts refused to enjoin 
deviations from filed prices. In the 
end the industry was compelled to 
abandon price-filing altogether. 

I do not think that such practices 
will be permitted under this Act. If 
they were, the result would be in- 
tolerable. 

Of course, in the present situation 
individual competitors are not 
obliged, as they were under the 
NRA, to wait for the Government 
to enforce the Act. Individuals may 
bring injunction proceedings or 
triple damage suits directly against 
any member of the industry—large 
or small—who is guilty of unfair 
discrimination. 


‘ 


Functional Differentials 


Immediately after the passage of 
the Act there was much controversy 
as to whether functional differen- 
tials—such as graduated discounts 
to manufacturers, wholesalers and 
retailers—are still permissible. 

I personally believe that they are 
permissible. The reasons for that 
opinion have been set forth in detail 
elsewhere, and I will not repeat 
them here. 

This is one of the points on which, 
as the result of much discussion, a 
rather general consensus of opinion 
among lawyers now seems to have 
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been reached—in favor of such dis- 
counts. 

Such intimations as have come 
from the Department of Justice and 
the Federal Trade Commission in- 
dicate that they also think such dis- 
counts are permissible. And only 
recently Representative Patman, the 
co-author of the Act, is quoted as 
having expressed the same view in 
a public address. 

From time immemorial the dis- 
tribution of goods through wholesale 
and retail outlets has been regarded 
as a normal and usual method of 
doing business. It is the basis on 
which our whole system of distribu- 
tion has very largely been built up. 
It has never been regarded as giving 
rise to any tendency to monopoly 
or any other public injury. 

It is very doubtful whether an 
act intended to destroy that system 
would be constitutional. 

Certainly, the courts would not 
presume that the Act was intended 
to destroy it—in the absence of the 
most explicit and compelling lan- 
guage. 

Much less would they hold that 
Congress had done so by indirection 
and inadvertence, when such an in- 
tention was not even mentioned in 
the debates, or in the reports of the 
Congressional Committees. Nor is 
there any indication that the pro- 
ponents of the bill, who were them- 
selves wholesalers and retailers, ever 
intended to legislate their own dis- 
counts out of existence. 

The hardware industry offers a 
striking illustration of the impor- 
tance—indeed the indispensability 
—of the function of the wholesaler. 

The hardware wholesalers must 
keep constantly on hand an enor- 
mous number of items. I understand 
they catalog and stock from 40,000 
to 70,000 items. They must keep 
this long line available instantly to 
meet the needs of the retailer and 
the public. They must assume the 
credit risks of hundreds, perhaps 
thousands, of small retail outlets. 
Their salesmen call on the retailers 
at frequent intervals. They keep 
them in touch with new items and 
with the market trends. They serve 
in effect as the buyers for the re- 
tail merchants and have done so 
from time immemorial. 

The retail stores likewise are 
obliged to carry innumerable items, 
including, under modern conditions, 
not only hardware in the strict sense 
but also household wares, electrical 
appliances, paint, wall paper, radios, 
automobile accessories, etc., etc. 
Manifestly the retailer because of 
his capital and space limitations 
cannot maintain large stocks of all 


these items. They are dependent on 
the wholesaler for frequent and im- 
mediate replacements. They cannot 
even be familiar with the manufac- 
turers of all these items, scattered 
as they are throughout the country. 
It would be a great burden for them 
to establish credit relations with so 
many different manufacturers. 

Deprived of the cooperation of 
the wholesaler—the small retailer 
might well pass out of the merchan- 
dising picture altogether — leaving 
the field to the chain stores and 
other mass buyers. Such a result 
would be exactly contrary to the 
purpose of the sponsors of the Rob- 
inson-Patman Act. 

The small manufacturer also 
would be handicapped by the aboli- 
tion of the wholesaler. The whole- 
sale functions would still have to 
be performed by some one. The 
large manufacturer might perform 
them after a fashion. The small 
manufacturer, particularly the manu- 
facturer of only a few items—could 
not do so. Any construction of the 
law which would destroy the whole- 
saler in the hardware industry would 
put an intolerable burden on the 
little man—both the retailer and 
the manufacturer. 

Of course, there is nothing in the 
Act to compel a manufacturer to 
give functional discounts. He may 
sell direct if he wants to. He may, 
if he chooses, sell to only one class 
of customers—or at the same price 
to all classes of customers—though 
in many industries such methods of 
distribution would seem to be im- 
practicable. 

If a manufacturer does sell both 
to wholesalers and retailers, how- 
ever, he ought not to give the whole- 
sale discount to persons not entitled 
to it. Questions of real difficulty will 
arise, therefore, in border line cases, 
where the same buyer occupies a 
dual function. The same buyer may 
in perfect good faith be both a 
wholesaler and a retailer—or a 
dealer-contractor. 

Perhaps it would be proper, under 
such circumstances, to give the 
wholesale price on that portion of 
the goods sold for wholesale pur- 
poses (or on the average proportion 
of goods so used), and the retail 
price on those goods sold (or the 
proportion customarily used) for re- 
tail purposes, provided the trans- 
action is carried on by the parties 
in good faith. 

Whether chain stores or coopera- 
tives are to be treated as wholesalers 
or as retailers presents another diffi- 
cult question. Probably the safer 
course is to treat them as retailers 
—allowing the usual discounts on 
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Be ready for big Xmas Sales 
ORDER THIS GREAT “PROFIT-MAKER” 
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Beautifully Decorated Rubber 
Reproductions of famous “Walt Disney“ 
Characters Sell on Sight ° ° 


Stop, now, in your search for Christmas merchandise 
that will appeal instantly to your trade and bring 
you positive sales and profit surety. You'll find 
no greater attraction. than this tremendously pop- 
ular Seiberling line of “Walt Disney" character 
toys.... Young and old, alike, enthuse over these 
authentic, colorfully decorated reproductions of 
the famous Silly Symphony movie stars. Backed 
by continual motion picture, comic strips, mag- 
azine and newspaper publicity, Mickey Mouse 
and his pals have greater popular appeal than 
ever before. On display in your store, they'll make 
the ‘stand-out’ feature you are looking for... . 
Do not delay. Order one or more ‘‘Profit-Maker’’ 
Deals, today. Be ready for the big Holiday de- 
mand. If your wholesaler cannot supply you, order 
direct, giving your wholesaler's name. 


SEIBERLING LATEX PRODUCTS COMPANY 


AKRON, OHiO 


Chicago, Merchandise Mart 
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account of the differences in quan- 
tity or method of sale. 


Quantity Discounts 


In addition to functional differen- 
tials the Act also makes possible 
certain other exceptions—either ex- 
pressly or, it is believed, by implica- 
tion. 

It still permits quantity discounts, 
grade and quality differentials con- 
tracts for future delivery at fixed 
prices, seasonal discounts, and dif- 
ferentials between “spot” sales and 
“futures.” . 

It also allows lower prices to meet 
competition—but on terms so am- 
biguous that they will certainly give 
rise to serious controversy. 

It still permits the selection of 
customers. And, finally, it only ap- 
plies where at least one “leg” of 
the discrimination is in interstate 
commerce. 

Every one of the above excep- 
tions, when applied in actual prac- 
tice, raises a long series of ques- 
tions, any one of which would 
require, for adequate discussion, 
more time than I intend to talk. On 
two other occasions I have discussed 
the Act in considerable detail, quot- 
ing its exact language section by 
section, with references to the de- 
bates. Those discussions have been 
printed and are available if yon wish 
to see them. It is impossible to 
discuss so many questions adequately 
within the time at our disposal. 

Perhaps I should speak briefly, 
however, with respect to quantity 
discounts—because the abuse of 
quantity discounts was the primary 
reason for the passage of the Act 
—and because the test cases (those 
affecting the cheese industry) re- 
cently brought by the Federal Trade 
Commission call for the interpreta- 
tion of that particular exception. 

It should be reassuring to every- 
one that the Commission—as was 
expected—adopted a very reasonable 
and moderate attitude in connection 
with those cases. It expressly pointed 
out that the respondents were not 
accused of bad faith in any way, 
and that the discounts (which 
seemed to be merely such as have 
been quite customary in many in- 
dustries) had been open and above- 
board. 

As you know, quantity discounts 
must be such as make “only due” 
allowances for differences in cost. 
The requirement raises great diffi- 
culties. 

Many of the most important con- 
siderations for quantity discounts 
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are intangible and incapable of 
quantitative measurement. More- 
over, if “cost” must be computed 
separately for each specific contract 
—and for each delivery under each 
contract—without recourse to aver- 
aging or to common experience—the 
right to give quantity discounts (and 
particularly the ordinary kind of 
graduated quantity discounts) would 
be practically nullified. 

The cases brought by the Com- 
mission should test the extent to 
which, and the methods by which, 
savings in cost must be shown upon 
the books of the seller. 


Probable Evolution of the 
Interpretation of the Act 


The real test of the practicability 
of the Robinson-Patman Act will 
not come for a considerable period 
of time. The first cases will deal 
with relatively broad and simple 
questions—where the discrimination 
is direct and substantial, if not 
flagrant. 

But as time goes on—as the 
grosser forms of direct discrimina- 
tion are eliminated—there will be 
an increasing pressure to use “in- 
direct” methods—and an increasing 
tendency to scrutinize all of the re- 
lationships between the buyer and 
the seller with suspicion. 

It will be charged that various 
business practices—even those prac- 
tices expressly excepted by the Act 
itself—are being used as “subter- 
fuges” and covers for “evasion.” 

It will be charged that articles of 
a different grade or quality are sold 
exclusively to favored customers at 
low prices in order to effect discrimi- 
nation in the contemporaneous sale 
of standard articles to the same cus- 
tomers at the regular price—or that 
discriminations are concealed in 
lump-sum contracts. 

It will be charged that wholesale 
discounts are given to customers 
who do not deserve them—or in re- 
spect of sales for other than whole- 
sale purposes. 

It will be charged that the giving 
of credit at less than market rates 
of interest is an “indirect” discrimi- 
nation in price. 

I am sure that in making these 
suggestions I am not putting wrong 
ideas in anybody’s head. Business 
men and their ingenious counsel 
will very quickly think of all these 
methods, and many more, for con- 
cealing—or attacking — discrimina- 
tion under the Act. 

The discrimination provisions of 
the Railroad Act have gone through 


precisely the same course of evolu- 
tion, and as to them the courts have 
said repeatedly—as in the Mottley 
case, 219 U. S. 467, 478—that 
“The purpose of Congress was 
to cut up by the roots every form 
of discrimination, favoritism and 
inequality.” — 
and that the Act should be given a 
construction which would carry out 
that purpose. 

But there is a real question 
whether the same rigid rules which 
are workable in the case of the rela- 
tively simple relationship of a ship- 
per to a railroad would be workable 
if applied to the infinitely more 
complex relationships of ordinary 
business life. 

If the Act is to compel every 
buyer and every seller to justify at 
their peril all the collateral rela- 
tionships between them—past, pres- 
ent or prospective— and to prove 
that the sum total of all the con- 
siderations exchanged was such that 
it does not give rise to any inference 
of an intent to discriminate —- and 
that it did not have such an effect 
regardless of intent—it may well be 
that the Act will prove intolerably 
burdensome. 

If carried to the same logical con- 
clusions that were applied to the 
railroads, this would compel 


(1) the price to be specified only 
in money; 

(2) to be specified separately for 
every article sold; 

the practical abolition of all 
complex interchanges of con- 
sideration — except, possibly, 
for such considerations as 
may be made available to all 
purchasers alike. 


It is submitted that the Act as 
drawn was not intended to apply to 
industrial discrimination with the 
same rigid and meticulous particu- 
larity as the Railroad Act. If it 
does, then the question will arise as 
to whether it does not set up a de- 
gree of regulation which it would 
be impossible to live under or en- 
force. 

It may be that such evils, seen 
prospectively, are exaggerated; that 
in actual practice they will not be 
so troublesome as many apprehend; 
and that they will be outweighed by 
other benefits. 


(3 


— 


Effect upon the Sherman 
Act 
It is impossible at this time to 
determine the ultimate effect of the 


Robinson - Patman Anti-Discrimina- 
tion Act upon the Sherman Act. 
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ser Rea, 
STERILIZED 
SET IN RUBBER 


Now! an EVERY-DAY BLADE ORDER 
GIVES YOU 69¢ EXTRA PROFIT! 


This is the most generous, profitable offer ever made to 
dealers! You don’t have to make large commitments to 
get free goods. With every card of only 10 five-blade 
packages of Gem Singledge Blades—no more than you 
may regularly order—you get a 69¢ Ever-Ready Shaving 
Brush FREE! 


This beautiful, popular brush with its knot of badger- 
like blended bristle—the full equal to those found in 
75¢ brushes—is an easy seller at 69¢. It’s so handsome, 
popular and profitable that you'll want to order the full 
limit of Gem Blade cards—5 to a dealer! The steady 
demand for Gem Micromatic Blades makes it simple to 
sell card after card! Order today from your wholesaler! 


Subject to withdrawal without notice. 
Offer applies to Gem Singledge Blades only! 


AMERICAN SAFETY RAZOR CORPORATION, BROOKLYN, N. Y. 
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SELL THE ia 
MOST VERSATILE TOOL 


It’s a live Christmas item for window 
and store display. Only 2 square feet 
required for Self Demonstrator set. 
Interests every craftsman, mechanic, 
laboratory, industrial and home 
worker. Our national advertising 
directs buyers to you for demonstra- 
tion. 


Standaca MODEL 


A whole shop / 
full of tools in / 


at home, in , 
shoportake 4 
to job. Uses 
200 differ- 
ent acces-/ — 
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cute, Retail 75. 
sands, saws, sharpens, $1975 
engraves. 13,000 r.p.m. _ 
110 volt A.C. or D.C. sy ccossories 


rhe De Luxe monet 


A sensation -wherever 
used — almost human 
in its smooth, rapid 
response. 25,000r.p.m. 
Fastest and most 
powerful toolfor 
its type and 
weight, 12 
ounces. 6” 
long, 15%” 
diameter. A 
constant ser- 
vice tool that 
is a great 
time and 
labor saver. 


NEW oisptay case 


Nothing like this glass-top case to interest 
customers and prompt extra buying. Theft- 
proof, rust-proof, dust- 
proof, insuring clean, 
new appearing accesso- 
ries. Complete—92 
varieties of the most 
practical pieces and 
best sellers. For use 
with all high speed 
equipment. Occupies 
only 1% square feet. 


WRITE FOR PRICES AND SPECIAL OFFER ON 
++ aa CASE AND SELF DEMONSTRATOR 


CHICAGO WHEEL & MFG. CO. 
1101 W. Monroe Street, Dept. EE, Chicago, III. 
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Under the Anti - Discrimination 
Act each manufacturer is compelled 
to adopt a one price policy. He is 
presumptively guilty of “discrimina- 
tion” whenever he varies his prices 
between customers. 

Where everyone in the same mar- 
ket is operating on a one price 
policy, competition will inevitably 
and irresistibly compel price uni- 
formity—not only to customers ot 
the seller, but also as between all 
sellers. 

But under the Sherman Act price 
uniformity has been regarded by the 
Government authorities as presump- 
tively collusive and illegal. 

It is true that the Supreme Court 
has denied the existence of that 
presumption. Economists agree— 
and all business men know—that 
such uniformity is very often the 
result, not of collusion, but of the 
bitterest competition— with prices 
stabilized, not at monopoly levels, 
but at the lowest level offered by the 
weakest or most reckless competi- 
tor. 

Nevertheless, there has been a 
tendency on the part of governmen- 
tal officers to insist that every sale 
must be an auction and to assume 
that all price stabilization is the 
result of agreement or inducement 
or persuasion or “concerted action.” 

It would seem that such an atti- 
tude on the part of the Government 
is no longer possible. Under the 
Anti-Discrimination Act price sta- 
bilization will be not only normal 
but inevitable. 

The Government cannot have it 
both ways. 

The business man cannot be 
guilty of violating the Sherman Act 
if he merely obeys the Anti-Dis- 
crimination Act. 

How long it will take the Gov- 
ernment to recognize this fact re- 
mains to be seen. 


The Enforcement of the Act 


The Act is enforceable both by 
the Department of Justice and by 
the Federal Trade Commission. 

It is also enforceable by triple 
damage suits or injunction proceed- 
ings by private individuals, includ- 


ing competitors of the seller, com-— 


petitors of the buyer, and customers 
of either of them. 

I do not believe that you need to 
be unduly apprehensive as to the 
attitude of the Government during 
this period of confusion and uncer- 
tainty while we are awaiting the 
clarification of the Act by the courts. 
I believe that the Government au- 


thorities fully understand the diffi- 
culties of this situation and, in ac- 
cordance with their usual practice, 
will proceed carefully and reason- 
ably in a limited number of test 
cases to secure the interpretation of 
the Act. 

For the immediate present, at 
least, it also seems possible that 
competitors and customers will not 
cause serious trouble unless pro- 
voked by policies which, judged, not 
technically but by the standards 
used by business men in their rela- 
tions with each other, create a sense 
of grievance. Moreover, the law 
being as uncertain as it is, they may 
well be deterred by the wholesome 
thought that they had better not 
start anything lest they be found 
vulnerable themselves. 

Eventually, however, I think that 
there will be real danger of harass- 
ing private litigation. 

Triple damages are punitive dam- 
ages. They are properly applicable 
only to punish wilful and conscious 
wrongdoing. 

No one can honestly claim that a 
business man need only to consult 
his conscience in order to tell 
whether or not he is violating the 
Robinson-Patman Act. 

I have no doubt that practically 
every member of this audience has 
been told by his own lawyers that 
on many matters they can give no 
assurance that any opinions of theirs 
will be sustained by the courts. 

The lawyers of the Federal Trade 
Commission and the Department of 
Justice are just as uncertain as any 
other lawyers as to the proper in- 
terpretation of the Act. 

When the courts ultimately do lay 
down rulings they will be retroac- 
tive, and any seller (or buyer), even 
though he acted in good faith on 
the advice of counsel, will be sub- 
ject to them. The seller’s competi- 
tors and customers can let their 
damages accumulate six years—in- 
deed for six years plus whatever 
time it may take the Department of 
Justice to carry its test cases to final 
conclusion. They may use all of 
the evidence collected for them by 
the Government, and may introduce 
any judgment obtained by the De- 
partment of Justice as prima facie 
evidence of violation of the law. 
They may then recover all their 
damages — three times over — to- 
gether with their attorneys’ fees. 

To give such punitive damages 
for violation of an Act like this is 
an unjust and destructive method of 
enforcing law. 

No amount of talk about the ne- 
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YOU Can Simplify Your Stock Taking 
with this NEW ana CONDENSED 
HARDWARE AGE INVENTORY FORM 


E asked 1000 leading retail hardware 

merchants to help us design this new 

HARDWARE AGE INVENTORY REC- 
ORD SHEET. Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one to aline. Your dollar in- 
vestment provides inventory entry space for 
1,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, con- 
venient and handy to use. The new form of 
sheet is even more simple, more convenient 
and easier to use. Our entire -effort was di- 
rected toward making annual hardware in- 
ventories an easier job. 


The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou- 
sands of dealers. Send your dollar with your 
order for 200 of new inventory sheets to 


HARDWARE AGE 


239 West 39th Street 


NOVEMBER 5, 1936 





New York City 


Actual size of sheets 9% by 12 inches 
over all; writing area 8% by 11% 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages). 
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IRONSET 


‘URNACE & RETORT CEMEN 





A Full Case of 
IRONSET 


To introduce Ironset Furnace and Re- 
tort Cement, your jobber will give you, 
absolutely free a full 60-lb. case of 
this unequalled cement (value $4.20 
at dealers’ prices) with your order for 
300 Ibs. of Fireline Stove & Furnace 
Lining. 


IRONSET is the last word in furnace 
cements—is guaranteed not to bloat, 
curl or blister, shrink or crack. It 
can be fired immediately—can even be 
applied to warm metal. Extremely 
resilient, it expands and contracts with 
the metal, and always maintains its 
perfect gas-tight seal. It is packed in 
60-lb. cases containing six 10-lb. cans, 
a dozen 5-lb. cans, or two dozen 2%- 
Ib. cans. 


FIRELINE is that popular stove lining 
material in moist, plastic form. It 
comes in air-tight cans and drums 
ready for immediate use without mix- 
ing. It should not be confused with 
ordinary fire clay or dry sluve lining 
materials. fFireline is highest-grade 
plastic firebrick especially adapted for 
domestic use. 


FIRELINE is used to replace burned- 
out castings and stove brick in cook- 
ing stoves and ranges. It “fits” all 
styles, sizes and models— ends losses 
through obsolescence of repair parts 
carried in stock, eliminates delays 
waiting for parts from the factory. 
This material can also be used to re- 
pair cracked firepots in connection 
with warm-air furnaces and heating 
stoves—opens up a big new market 
for you. 


Big Profits For You 


This is the time of the year when you 
can make big profits on Fireline. Or- 
der your 300 Ibs. of Fireline today and 
et your case of Ironset absolutely 

ee. Limit one free case of Ironset 
to a customer. Order from your job- 
ber, or send in the coupon and order 
i a filled from nearest jobber’s 
stock. 


MAIL COUPON FOR FREE FURNACE 
CEMENT 


“ssa ace Oe HS 
FIRELINE STOVE & FURNACE LINING CO. 
1859K Kingsbury St., Chicago, I. HA 11-8 
Please ship me my FREE case of Ironset 

Furnace Cement. Also ship 300 Ibs. of Fireline 

Stove & Furnace Lining as follows: 





oenned cases 40 2'/2-Ib. cans 
osswes 100 Ib. drums @ $4.20 each 
ccesee 50 Ib. drums @ $2.25 each 


F.0.B. jobber’s siooing point. 
Prices higher west of Omaha. 


CE 66 606 6:8 6s me hah n0dssebacimesaes 
po PPT TOOT COT TT TT CT ETT TTT TT 


DRE. <cenaceccncnccecescoegemosncesese 
OFFER EXPIRES NOVEMBER 30, 1936 














cessity of putting “teeth” into stat- 
utes against monopoly can possibly 
justify such penalties—applicable, 
as they are, not only to monopoly— 
but to every conceivable phase and 
process by which business is carried 
on—and to all business men, large 
and small alike. 

I am surprised that—despite the 
enormous extent to which the Act 
has been discussed—so little atten- 
tion has been paid to this particular 
situation. 

If the business man is going to be 
punished so severely for not doing 
his duty—he has at least the right 
to some guidance as to what his 
duties are. I do not know what form 
that guidance might take. On an- 
other occasion I have suggested that 


possibly the Federal Trade Com- 
mission might be specifically author- 
ized to approve Trade Practice Con- 
ference Rulings submitted to it by 
industries. Such rulings should not 
be conclusive, but they could at least 
give business men who follow them 
exemption from blackmail and ha- 
rassment by triple damage suits— 
and could protect them from civil or 
criminal proceedings by the Govern- 
ment. 

It may be that upon consideration 
a better method than the one tenta- 
tively suggested above may be 
devised — but certainly something 
should be done to protect industry 
against the hardship and injustice 
which will inevitably follow from 
the provisions of the present law. 





Consumers 


(Continued 


concern, but rather your interest in 
the future, which prompted you to 
put this topic on your program. 

One would be foolish to forecast 
the future of any economic system. 
Because of modern methods of com- 
munication, changes in public opin- 
ion can take place much more 
rapidly than ever before. And our 
economic processes are by no means 
so securely under control that we 
can be certain as to what alterations 
may force themselves in the future. 
We can do no more than examine 
some of the factors which may affect 
the future of cooperatives in this 
country, if any. , 

The various considerations all 
level down to a single element—the 
attitude of the consumer. After all, 
cooperatives are voluntary associa- 
tions. Any group may form one if 
it cares to do so. Why have the 
consumers been so passive in the 
country? Perhaps these reasons will 
continue to restrain the development 
of consumer cooperatives. 

First, the American purchaser is 
not a very careful buyer. The rela- 
tively low wages of Europe have 
made possies important. In the 
country, the leadership which would 
presumably come from skilled work- 
ers is not so concerned with small 
savings. 

And second, the consumer rather 
likes our present stores. They are 
attractive and he enjoys the variety 
of goods which they offer. He does 
not resent advertising because he 
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feels that it pays for his radio en- 
tertainment, his newspaper, and his 
Saturday Evening Post. He does not 
feel that the store-keeper is making 
a large profit; the chain looks after 
that, so the margin for patronage 
dividends would be small. In Sweden, 
the cooperatives developed as 
a defense against monopolies. Their 
first great victory was over the mar- 
garine cartel. The same spirit has 
motivated the gas and oil coopera- 
tives in the mid-West. But there is 
no such general feeling with regard 
to other areas in our economic 
system. 

Third, even if the incentive were 
present, we are not a sufficiently 
stable people. Not only are com- 
munities made up of most unlike 
citizens, difficult to weld into a sin- 
gle organization, but we move about 
so much from place to place as to 
disturb any attempt to establish a 
permanent and responsible organi- 
zation, in terms of groups. 

Fourth, most people are still en- 
tirely ignorant of the nature of the 
cooperative movement. There is no 
outstanding leadership, no promoter 
to give the necessary impetus. In- 
dividual enterprise springs up 
through the decision of one man. 
The organization of a cooperative 
involves spreading the enthusiasm 
among a large number. 

Fifth, consumers are not skilled 
business managers, nor have coop- 
eratives shown any great concern 
over getting, or even being willing 
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to pay for, competent management. 
Therefore, many will regularly col- 
lapse, thus casting disrepute on the 
entire movement. 

And sixth, public policy and 
tradition are established in terms of 
a system of competitive and private 
enterprise. Defense of existing in- 
vestment and of individual enter- 
prise will strongly support the 
present system. Group activity in 
the United States has always made 
much less progress than in Europe, 
especially when it comes into con- 
flict with that body of ideas which 
is covered by the broad term “in- 
dividualism.” 

You can place your own emphasis 
on the six factors listed above, and 
perhaps add others. But regardless 
of the explanation, the fact remains 
that the progress of the movement 
has been slow in this country. 

Now to consider the factors on 
the other side, those which may fore- 
cast a rapid extension of consumer 
cooperatives in the near future. The 
argument against further develop- 
ment was that the usual American 
is not a careful buyer. In reply, it 
is argued that the pressure of low 
wages and unemployment has 
changed that picture. With the con- 
ceivable prospect of rising prices 
in the future, it is possible that the 
average consumer will find it neces- 
sary to concern himself with every 
real or fancied opportunity to econ- 
omize. 

The second argument was that the 
consumer is fairly well satisfied with 
present retail outlets, and that the 
opportunity for patronage dividends 
from present retail margins is not 
great. The defenders of the cooper- 
ative flatly deny this contention. 
They cite evidence of a rapid de- 
velopment of consumer conscious- 
ness as indicated by subscriptions to 
special consumer services, the ex- 
traordinary sale of books discussing 
the character of commodities and 
marketing methods, the placing of 
these problems on women’s club pro- 
grams and various other indications 
of the abandoning of a passive role 
by the consumer. They argue that 
present tendencies in industry, with 
the intensive competition to corral 
the consumer’s dollar, act to aggra- 
vate and increase wastes and anti- 
social practices. This new attitude 
will provide fertile soil for the de- 
velopment of consumer cooperatives. 

On the point of efficient manage- 
ment, they argue that that lesson 
has now been learned, that the move- 
ment is sufficiently established to be 
developing a competent personnel 
within itself, and that such organi- 


zations as the Consumers League 
will develop and maintain efficient 
operating standards. 

But the primary uncertainties lie 
in the areas of leadership and pub- 
lic policy. In recent years, the gov- 
ernment has taken an _ increasing 
interest in the cooperative move- 
ment, although chiefly in enterprises 
engaged in cooperative marketing of 
agricultural products. The recent 
appointment of a Special Commis- 
sion to study the development of 
cooperatives in Europe has led to 
speculation as to the possibility of 
vigorous government leadership in 
furthering the consumer cooperative 
movement here. Incidentally, the 
Commission is reported unofficially 
as agreeing on the facts of European 
experience, but disagreeing as to 
their significance to the United 
States, and therefore is having 
difficulty in preparing its report to 
the President. 

It is easy to overemphasize the 
possible importance of government 
policy in the field. Of course, it can 
give direct assistance as it has in 
the past, to both private enterprise 
and cooperatives, by lending capital. 
It can contribute by educational 
methods. But it cannot create effec- 
tive consumer cooperatives. They 
must depend upon the attitude of 
consumers themselves, and the de- 
gree of their discontent with present 
methods. 

This general statement of forces 
cannot help but lead to the tentative 
conclusion that cooperation will 
neither decline nor record extraor- 
dinary advances in the short-run 
future, unless quite unexpected fac- 
tors enter into the picture. It does 
not appear to promise any immedi- 
ate upheaval in our distributive 
system. Its greatest opportunity ap- 
parently lies in those branches of 
retailing which are simple and 
standardized, where the consumer 
feels that his interests are being 
disregarded, and where he believes 
that margins of profit or costs are 
exorbitant. 

For those who are concerned with 
preserving private enterprise, it is 
obvious that the best defense against 
consumer cooperatives is an efficient 
distribution system. Cooperation is 
no wild, fanciful scheme. Conceiv- 
ably, it could eliminate some of the 
worst abuses introduced by competi- 
tive private enterprise. And unless 
private industry puts its own house 
in order, the consumer may rise in 
his wrath and provide his own de- 
fense, through consumer coopera- 
tives. 
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The Sale of Profitable Lines 


By E. H. McGINNIS 


Union Hardware & Metal Co., Los Angeles, Calif., Finds 
Proper House Policy the Starting Point for Determining 
Method of Handling Profitable Lines. This Requires That 
Your Competitors Have Good Policy and Profitable Lines 
Also, He Tells Jobbers’ Thursday Morning Sales Manage- 
ment Clinic, Speaking at Atlantic City, Oct. 21, 1936 


N approaching this important 
i] subject of the sale of Profit- 

able Lines, in order to present 
the picture, I am going to try to 
paint in the few moments that I 
have been allotted, I would like to 
call your attention to right house 
policy. It seems a little far fetched 
to talk about house policy when 
you come to sell profitable lines, but 
it all starts with the right house 
policy. We have to depend upon 
our salesmen to execute that house 
policy, which means that we must 
not only have the right constructive 
sort of a policy, but every man in 
our employ must understand that 
policy as thoroughly as the chief 
executives do. So therefore, in con- 
sidering our salesmen, we recom- 
mend that we raise our own, that 
the men we send out to represent 
us be raised in our own institution 
and know everything, or almost 
everything, that we know about our 
business. Sometimes you have to 
hold out a little something on these 
assistants or you wouldn’t have your 
own job, but seriously, we believe 
that we do not trust our salesmen 
enough. They not only have to have 
our cost, but they have to know 
our house policy. 

One of the most important things 
about house policy that we have 
learned is the necessity of seeing 
to it that your competitor runs a 
profitable business. In order to make 
money yourself, it is your obligation 
to your stockholders to see to it 
that your competitor makes money. 
Connected up with that is the 
knowledge that you are working 
for the retail hardware dealer and 
the manufacturer. Too many whole- 
salers think they are in business 
to make money for themselves and 
their stockholders. That is not the 
reason we are in business. We are 
in business to help the retail hard- 


ware dealer to make money out of 
his efforts; and another reason is 
that we represent the manufacturer. 
He has learned to depend upon us 
as his selling agent. Now if we get 
these fundamentals which are 
known to all of us, but if we get 
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them clearly in mind, and see to it 
that our employees understand these 
things, we all know what these sub- 
jects are and we all know the 
necessity of seeing to it that the 
retail hardware merchant makes 
money, and if we do not properly 
represent our manufacturing friends 
and do a good job for them, we 
cease to be in business. 

Now, carrying on this thought that 
our salesmen have been raised in 
our own institution, understand our 
wholesale policy, which is based on 
making the retailer a success, then 
we come to the proper share of the 
business we are entitled to in the 
territory in question. Volume busi- 
ness is what any salesman wants to 
get first. First of all, he is after 
volume, which is the natural instinct 
of the salesman. In order to get 
profitable lines well distributed in 
any salesman’s territory, that sales- 
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man has to understand that volume 
of sales is the secondary considera- 
tion. Everybody in this room, every 
man here, would gladly cut his 
volume in half if he could sell 
profitable lines. If you could segre- 
gate your volume sales, you would 
take half that volume, provided you 
could name the lines that you want 
to sell. Now all these, again, are 
fundamentals. 


We are coming to the point now, 
how can we control our profits? In 
what manner should we operate to 
bring out these desirable things? 
There seems to be only one logical 
answer—to get the salesman to do 
the things we want him to do he 
must be interested in our profit; he 
must recognize the necessity of a 
certain volume of sales; of a fair 
share of the volume in his territory, 
and have a right in the profits of the 
profitable lines that his house rep- 
resents, by arranging a system that 
will enable that salesman to earn 
a share of the profits to be paid, a 
share of the profits made in his 
territory as his compensation, to 
limit him only to his ability to sell 
volume and profitable lines in their 
proper proportion seems to be the 
only answer. 


The Solution Three- 
Quarters Attained 


We want our share of the profit- 
able business, if we have the right 
salesmen, compensated on the right 
basis, the problem is about three- 
quarters solved. Of course, we have 
still to control our selling represen- 
tative, and we have to inaugurate a 
system of compensation that will 
bring the desired results. Now there 
are many ways of; paying the sales- 
man a share of the profit. We have 
no time this morning, or at least 
that is not my part of the program, 
to go into that subject. All we can 
do here is to suggest to you men 
—I know most of you probably 
would not agree with a good many 
things I have said; however, you 
cannot obtain what you desire be- 
cause of human nature, unless you 
play the game along the lines of 
least resistance. 
salesmen, you can inaugurate sys- 
tems, you can arrange to see that 
profitable lines are brought before 
your men at all times, but you can- 
not follow your men every day and 
every hour of the day. You cannot 
control them. It costs too much 
money to try to force them to do 
something; but if you make it- to 
their advantage, if you arrange a 


You can lecture ‘ 


system and if those men understand 
—and mind you, gentlemen, here I 
believe is the weakest part of our 
set-up: we come to our conferences, 
we study our business, we know all 
the fundamentals, but are we good 
teachers? How many of us visit 
our customers weekly or monthly or 
even annually? The chief examiners 
of the house are too much inclined 
to stop when they learn a fact or 
when they know something. Our 
individualistic training carried into 
the hardware business seems to be 
desirable up to a certain point, but 
as we grow older the knowledge 
that we have acquired seems to stay 
with us. What I am trying to say 
is, that we have got to learn how 
to teach other people what we know. 

Now when you try to teach some- 
body it is not so easy. I think we 
all realize that; but if you can teach 
them the necessity of doing what 
you propose in order to earn an 
excess compensation; I only wish 
that we had time this morning to go 
into this subject. The more you 
study it, the more you practice it, 
the more interesting it becomes. 

The hardware business is prob- 
ably the most complicated, intricate 
business there is on the face of the 
earth. When it comes to making 
money, you heard Mr. Fernley ex- 
plain the other day that our cash 
discount in a general way represents 
about half of the average net profit 
we make for our stockholders. I 
would like to add to that by saying 
that the profit we make from the 
profitable lines that we stimulate as 
distributors represents the balance 
of the profit. 

You know we are on an awfully 
narrow edge; we are on an awfully 
tight-closed fence when we talk 
about the difference between mak- 
ing profit and making a loss in the 
hardware business. There isn’t very 
much difference—3 per cent or 4 
per cent. As it appeals-to-us, there- 
fore, in closing this part of the 
subject, that in order to sell profit- 
able lines to advantage, we have got 
to start way down at the foundation 
of our business and we have got to 
see to it that we are not only right, 
fundamentally, but that those who 
represent us, particularly in our 
sales division, know all that we know 
about the necessity of making a 
profit, and more important than 
anything else, the necessity of help- 
ing the retail hardware merchant 
to make a success in his business. 

I think, too, many of us are in- 
terested only in the retailer who 
pays his bill, who represents a 
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pretty good volume. We don’t think 
about the one-quarter or one-third 
of the small retailers, of the com- 
petent, retailers, of the men who 
need advice and who won’t accept 
that advice perhaps, but the men 
who are not profitable retailers. 
Now that is our obligation. That is 
the obligation of the salesmen we 
send out. How many of your sales- 
men understand that? How many 
of them are willing to put in the 
proper and necessary time? When 
they realize, however, that their 
volume is limited, that they can- 
not reach out a thousand miles away, 
that they cannot start a campaign 
that will injure a competitor, when 
they realize that they have got to be 
satisfied with a fair share of the 
volume of the volume items, they 
will be perhaps more interested in 
building up these retailers who are 
entitled to the attention of the 
wholesaler, because, after all, in ac- 
cepting the obligations of a whole- 
saler, which we do when we go 
into business as a wholesaler, we 
have taken on certain obligations 
and we owe the retailer and the 
manufacturer quite a heavy debt if 
we are going to stay in business 
and make a success of it. 

Now the last part of the sub 
jects that were allotted for discus- 
sion at this time covers a matter 
of less-than-full packages. That, 
again, to our notion, is a very im- 
portant problem. Perhaps, properly 
solved, more help can be given to 
both the retailer and the manufac- 
turer than we can in perhaps any 
other easy way, because it is a 
comparatively easy matter to start 
solving this problem. Connected 
with it, however, is the fact that the 
small retailer is the backbone of 
the hardware business. Anything 
that we do that hurts the small 
retailer—and even further than that, 
anything that we do that hurts the 
one-third or one-quarter of the re- 
tail hardware merchants is bad for 
the industry as a whole. Therefore, 
in considering this problem, it is 
very necessary for our manufactur- 
ing friends to cooperate in arranging 
the packages or of the right size. 
I believe our association can well af- 
ford to appoint a committee to study 
this problem, and work with a simi- 
lar committee from our manufactur- 
ing friends. Because, gentlemen, 
there is a decided saving in opera- 
tion between filling orders for less- 
than- packages and full packages. 
We all admit that there is less pil- 
fering, there is less trouble in every 
way. 

Now fundamentally—and here is 
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where the trouble starts—our costs 
are based on the __less-than-full 
package distribution, of course. Now 
there should be a little discount al- 
lowed to the man who will buy a 
full package. But too many times 
this full package, up to the present 
time at least, has been too large 
a quantity for this small retailer we 
are talking about, and, after all, all 
our thinking must be predicated on 
what is good for the retail hardware 
dealer, and not the big fellow—the 
little fellow. 

Now if we can get this package 
down in size, where the average 
small retailer can buy it to ad- 
vantage, we can well afford to give 
him part or all of the savings, well, 
we will say part of the savings which 


that method of selling will develop. 
If we can just stretch it along a 
little bit further and imagine that 
the majority of our business was in 
factory package quantity, how much 
cheaper would it be to operate? It 
would save us all money. 

If there is one last thought I can 
leave with you gentlemen in con- 
nection with this whole program, it 
is the thought that our retail hard- 
ware merchants and our salesmen 
represent a problem, and that 
problem can be solved by recogniz- 
ing that the small retailer is the 
man who requires the most help, 
and the way to help that small re- 
tailer is to see to it that our sales- 
men understand house policy, right 
down to the very finest point. 
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stories and mother goose rhymes. 
These themes provide ample 
scope for the imagination  of-the 
most skillful float designer and 
builder. No advertising is per- 
mitted in such floats and discipline 
has demanded that some very fine 
floats have been ruled out be- 
cause of it. The difficulty is now 
pretty well eliminated. 

In the commercial section fur- 
ther down the line of the pa- 
rade, however, some moderate 
advertising is permitted. Obvious- 
ly advertising is considered by 
many as having a rightful place 
in such a parade, but the Chamber 
points out that the suggestion of 
exploitation of the people must 
be curtailed in the main part of 
the spectacle, because, after all, 
its idea is to bring people in to 
play and they will naturally come 
to buy. 

Some circus stunts are included, 
a clown or two being always 
present and this is a welcome 
feature to the youngsters. It is 
a positive command that no more 
than one Santa Claus is permitted 
to appear in the parade, as he 
must be the Santa of Greensboro. 
The Chamber, for one Christmas 
parade, contracted with a pro- 
fessional Christmas carnival con- 
cern, but the result was not nearly 
as satisfactory as their own and 
they have since conducted their 
own affair. 


Several days prior to the big 
parade each participating entrant 
is given a mimeographed map 
showing exactly where his float 
or group of marchers are to be 
stationed and rigid adherence to 
this plan is insisted upon. If an 
entrant is not at his station he is 
promptly eliminated. The success 
of this parade is such that it is 
seldom that an entrant allows 
himself to be left out in the cold. 
The parade is run off with accu- 
rate precision and it attracts huge 
crowds. 

Greensboro Chamber of Com- 
merce does not claim that this 
program of events throughout the 
year is original or entirely novel, 
but Harpware AcE presents this 
outline of the plans for one of 
them in the belief that many other 
communities will, through the 
suggestion of our readers, get 
their public started thinking in 
terms of Christmas early and thus 
add many hundreds, perhaps thou- 
sands of dollars to their Christ- 
mas business. 

It is just such another plan as 
that which Charles Bradley of 
Blue Mound, IIl., and his neigh- 
bor business men carried out so 
brilliantly the past few years. 
Christmas selling will be much 
easier and greater if you do your 
little part to start the town or city 
buying early and often. 
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MODEL 5D. In 5D, EASY Spiralator 
Washing action is combined with famous 
EA amp Dryer Water Extractor. 
Affords—absolute personal safety; sav- 
ings in washing time, in mending time, 
time on the line, and time for handling 
articles not necessary to iron. Saves put- 
ting off washing on rainy days. 


MODEL 3U. Same as 5D with EASY 
Vacuum Cup Washing Action. 





MODEL 33. Brand New! In snowy white 
—sells at a medium price. Swinging table top. 
Extension shelves for completed garments. 
Adjustable knee control. New type chromium 
plated shoe (full floating), with over-feed roll 
and visible ironing surface. Practically double 
open end—instant roll stop. Quick shoe re- 
lease. Irons 2938 square inches per minute. 





MODEL 31. Also in gleaming white! Full 
EASY quality construction in a thoroughly 
practical Ironer. Swinging table top, easy to 
open and close—does not reflect heat in op- 
erator’s face. Attractive table when machine 
is out of use. Handy shelf for completed art- 
icles when machine is being operated. Exten- 
sion shelf. Double chromium - plated shoe— 
full 26” length. Adjustable knee control. 
Safety shoe release. 





FOR HOMES WITHOUT ELECTRICITY 


Briggs-Stratton 4-cycle gasoline motors are 
now available in six EASY models. Depend- 
able as your automobile and requiring less 
service, they offer the finest known method 
of powering EASY Washers in homes without 
electricity. Briggs-Stratton Motors can be 
operated on less than Se worth of gasoline 
per washing. 
































EASY SPIRALATOR WASHER 1B. Proven 
advantages in increased washing speed, safety 
to clothes, savings in hot water and soap, 
elimination of tangling. Dual-Release wring- 
er, the safest wringer made. Simple gear 
design with new quietness. Safety Switch. 
Cord holder at base and rubber casters to 
protect floor. 


DEALER PROFITS SOAR AS SALES DOUBLE 
in new 1937 EASY price lines at $100.00 and up 


Once more EASY dealers scoop the 
washer market—this time with a new 
WHITE line of Washers and Ironers that 
is already doubling and trebling retail 
sales on EASY price lines at $100 and up! 
The idea of white washers is not new. For 
years, attempts have been made to popu- 
arize this distinctive finish. But results 
fell short of expectations. “Just another 
washer,” was the consumer’s verdict. 
Faulty design, EASY felt, was the answer. 
No color demands such thorough atten- 
tion to the details of design as the simple 
purity of white. 
Early in 1936, EASY decided the time 
was ripe for washers and ironers in white 
—the finish so popular in ranges, refriger- 
ators and other home appliances. Infinite 
care was exercised in selecting the proper 
design. Leading architects and industrial 
designers were consulted. Models were 
built, and rebuilt. Hundreds of housewives 
were asked to designate their choice. The 
result was a new type design—pre-tested 


for popularity—KNOWN to be RIGHT. 
Then to this distinctive design, EASY 
added exclusive sales features. The spec- 
tacular Spiralator and Vacuum Cup wash- 
ing action—the safe Damp Dryer and 
Dual-Release Wringer—new feather- 
touch Ironer controls. 

The result—already proven an astound- 
ing success in a few short weeks—the 
most saleable PROFIT LINE in the his- 
tory of the washer industry! 

Right now, join EASY’S 60th Anniver- 
sary ainseplennt march to EASY’S big- 
gest sales year in history. 

Complete sales aids, already proven suc- 
cessful, are yours for the po Fay Posters, 
broadsides, booklets, one-minute drama- 
tized radio programs (recorded,) training 
films for salesmen, .. . these and many 
others are ready to help you to greater 
profits. Ask to see the new 1937 book 
that explains the entire EASY sales plan 
... Write or wire now to Easy Washing 
Machine Corporation, Syracuse, New York. 
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WIRE CLOTH 


A perfect screen 
cloth for those who want the best. 


@ RUSTLESS 
Not affected by any weather con- 
dition, salt air, acid or gases. 


@ GREAT STRENGTH AND DURABILITY 
Being made of special alloy of 90% 
copper and 10% zinc. 


@ ENDURING BEAUTY 
Either bright or antique finish. Covered 
with a coat of transparent varnish. 


Bronze Cloth is packaged in handy indi- 
vidual cartons—all widths from 18 to 42 
inches—14-mesh, 16-mesh and 18-mesh. 


ORDER FROM YOUR JOBBER... 









WIRE 

WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 
WIRE NAILS 


WICKWIRE 





BROTHERS 


CORTLAR SE. 
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Christmas Lighting In Ogden, Utah 


(Continued from page 46) 


with the support of the art super- 
intendent and scores of drawings 
were submitted. The stores select- 
ed the designs they desired with 
the help of impartial judges who 
picked the winners and made the 
awards. 

To make the citizenry holiday- 
lighting-conscious, the hardware 
merchants and others staged a 
mammoth street decoration pro- 
gram the night after Thanksgiv- 
ing. Santa Claus arrived, and after 
having been greeted by the Mayor, 
hardware dealers and other mer- 
chants, clicked on the lights, flood- 
ing the streets and store fronts 
with a mass of color. 

He then greeted the children, 
pointing out that toys were in the 
nearby hardware stores, where 
open house was held for shoppers 
that evening until Christmas. 
Thousands lined the streets for 
the celebrations and the illumina- 
tion of the streets and buildings. 

This entire light plan was a co- 
operative move of the hardware 
merchants and others in the retail 


trade division of the Chamber of 
Commerce, with the power com- 
pany a “king-pin” in the plan. 
This company, to stimulate holi- 
day lighting, furnished the current 
for the street decorations to the 
city free. The power used in the 
decorations about the store fronts 
and arched across the sidewalks to 
the stores were paid for by the 
merchants themselves. 

The project was financed by a 
direct assessment on a frontage 
basis. For the past few years, the 
business people have been charged 
15c. per front foot, to cover the 
cost of erecting and dismantling 
the lights and new additions. The 
entire system is owned by the Re- 
tail Merchants’ Division of the 
Chamber of Commerce and is an- 
nually sponsored by that organi- 
zation. 

“Holiday lighting is one of the 
most beneficial forms of advertis- 
ing we have,” hardware officials 
point out. “It puts our year-end 
business over the top in great 
style.” 





Briggs & Sons “Trade-Up’ 


(Continued from page 53) 


tures. The regular admission to 
this show is 25c., but children may 
obtain admissions for 10c. pro- 
vided they get ‘special tickets 
which are offered free, by the mer- 
chants, in the advertising pages. 
Naturally this is a great drawing 
feature in getting kids to the hard- 
ware store. 

The radio is also used by Briggs’ 
to further their quality policy for 
Christmas things. By cooperation 
with the station, a script is pre- 
pared in which a comedian is em- 
ployed to catch the interest and to 
steer the dialogue skillfully toward 
an animated discussion between 
two boys, for instance, over the 
relative merits of their bicycles, 
purchased, of course, from Briggs 
quality line. Questions are fired 
at the youngsters before the 
“mike” which tend to bring out 
the superior features of their bi- 


cycles, such as the heavier metal 
in the frame and the many other 
long life qualities that really make 
the bicycle cheaper in the long 
run. One day’s program will be 
thus taken up and the next will be 
given to some other item the store 
wishes to bring before the boys 
and girls. The radio studio is able 
to provide many sound effects that 
produce the illusion of a really 
elaborate program. A monkey 
“fight” with boxing gloves is ac- 
cepted over the air as the real 
thing, and two boys who are sup- 
posed to be watching the contest 
get to talking about boxing gloves 
and it is but a step to get over a 
good strong suggestion that the 
only worth-while place to buy 
such equipment is the Thos. H. 
Briggs & Sons, Inc. The “fight” 
is always under control, because 
it is impressed on a record, to be 
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Easy Turning Helps SELL. Them 


In selling Union Hardware Roller Skates 
emphasize their easy turning feature. 
The Trucks on these skates oscillate so 
freely that a skater can make quick turns 
whenever desired—in fact they permit 
turning in a three-foot circle. The Resil- 
ient Rubber Cushions help absorb shocks 
and jars. 


UNION HARDWARE 


Ball-Bearing 
Extension Roller Skates 


are evenly balanced with correctly ad- 
justed ball-bearings. A formed steel loop 
protects the straps and prevents their cut- 
ting or pulling out. Patterns for skaters 
of all ages. Nationally known—univer- 
sally used—steady, profitable sellers. 
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for You— 
They MAKE Money | 
Gardner-Denver Centrifugal Pumps 





Nobody believed that any manufacturer could put so much 
quality into a small, low-priced centrifugal pump—until 
Gardner-Denver did it! Now everybody is talking about the 
Gardner-Denver Pumps that make more money for dealers 
because they sove more money for customers. 

Quick selling and fast moving, Gardner-Denver centrifugals 
have features not duplicated in other pumps of their class. 
Here are “Oilite’ radial bearings—heavy-duty ball thrust 
bearings—adjustability to wear—scientific design that lowers 
cost and lengthens pump life. Fa tract factories 
—provide an endless and increasing demand for pumps of this 
type. The replacement market alone assures steady, con- 





tinuing profits. 

Build YOUR pump business with Gardner-Denver centrif- 
ugals. Liberal discounts to dealers. Mail the coupon now 
for complete details. 





Gardner-Denver side-suction centrifugal 
pumps are available ina complete line 
covering capacities up to 
550 gallons per minute 
ot heads up to 100 feet. 
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Quincy, Wi. 
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More than one hardware man has 
made a gilt-edged reputation for 
super-pronto service by know- 
ing what dependable Railway 
Express can do in a spare-part 
jam. And weight or bulk cut 
no figure. Railway Express gets 
spare-parts through at a trifling 
cost. Often “saves the day.” For 
particulars, ask your own Rail- 
way Express agent. 

Saving the day is Railway Ex- 
press's specialty, and spare-parts 
and replacements get right-of- 
way and not maybe—from pick- 
up to delivery. What's more, 
with 23,000 Railway Express 
offices spotting the continent, 
there's not a dealer in America 
that manufacturers and jobbers 
can't reach. Many, the next day, 
and with Air Express on call — 
2500 miles overnight—more in 
a few hours. A phone call to any 
Railway Express office brings 
both services. Paste the number 
in your hat, for it's money in 
your pocket. 


RAILWAY 
EXPRESS 


AGENCY, INC. 


NATION-WIDE RAIL-AIR SERVICE 
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used at will. Such a plan is a 
great builder of interest in the 
store and places it in the position 
of being regarded as a progressive 
and modern store. 


Merchants Work Together 


Since this active merchandising 
policy has been in force at Briggs’, 
the chain store managers and Mr. 
Briggs are finding more friendly 
ground and often shop each 
other’s stores, a condition which 
Mr. Briggs welcomes as a healthy 
one. Briggs has taken his com- 
petition out of the mere price 
fight class and made it a strong 





competition of ideas and quality. 
He will not be satisfied to have his 
store just another warehouse, but 
has made it as outstanding a place 
to shop for Christmas gifts as any 
in Raleigh. Many of the lines he 
carries are good all year items and 
he feels he would rather sell wheel 
goods at $25 and $30 apiece, 
realizing a worthwhile profit, than 
to handle an overabundance of 
small items in a low price range 
that would not total enough to 
make them worth the effort. 
Christmas lines, when selected from 
the quality angle as Briggs’ has 
done, are a mighty fine help. 





Jones of Lima 


(Continued from page 62) 


gift store for all.” It called atten- 
tion to the main floor and balcony 
display of toys, games and wheel 
goods and the basement display 
“of a thousand gifts for Mother, 
Sister or Daughter.” An eight- 
page pulp paper broadside, print- 
ed in colors was distributed to a 
total of 15,000 homes, 7000 copies 
being distributed on rural routes 
and the balance being delivered 
by carriers. 

Bicycles, electrical appliances, 
cutlery, clocks, watches and wide 
variety of toys and games were 
featured in the pulp paper broad- 
side, each item having a brief de- 
scription and the price. The last 
page contained a coupon which 
when brought to the store entitled 
the holder to a chrome plated tray, 
measuring 12 by 8 inches, for 26c. 
By means of this coupon the store 
increased the number of names on 
its mailing list and got a fair idea 
of how many people were thor- 
oughly reading the broadside. 


Frequent Display Changes 

The two big front windows of 
the Jones store were given over to 
the display of Christmas gifts— 
toys, games, electrical appliances 
and other gifts for adults. Christ- 
mas spirit was added by having a 
Christmas tree in front of the store 
during the pre-Christmas weeks. 
The display windows were changed 
every other day and the small case 
at the entrance to the store was 


given over to different items each 
day. The larger corner window of 
a nearby vacant store was rented 
and lighted up each night for the 
display of articles from the Jones 
store. Displays in the store itself 
were being changed constantly 
with slow moving lines being fea- 
tured in the front of the store and 
the items most in demand being 
placed toward the rear of the store. 
Reserve Christmas line stock was 
kept under the display tables, par- 
ticularly in the toy, game and re- 
lated lines sections. Games, chemi- 
cal sets, etc., were wrapped in 
Cellophane to keep them clean and 
to prevent theft. 

Toys, games, wheel goods and 
other playthings lined the walls 
of the first floor and balcony and 
were attractively set off by “ici- 
cles,” decorative cords, banners 
reading “Toyland Gifts for Every- 
body” and by pennants with the 
word “Toys” and a Santa Claus 
head on each. Shelving around the 
staircase to the basement was used 
for a candy special and other 
small items and a decorated Christ- 
mas tree was above the entrance to 
the basement as well as a “table 
setting” over the entrance. 

Toys are carried the year ’round 
at Jones Hardware, although 95 
per cent of the annual volume in 
these lines is done just prior to 
Christmas and sixty per cent of 
the total sale of wheel goods each 
year is done that season. In the 
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A Handsome Return 
on a Small Investment 


Sloane-Blabon Packaged Rugs are a “natural” 
for hardware stores. You merely display a 
few patterns and sell a wide selection of 
patterns from wall charts. Orders are filled 
from our Distributor’s warehouse. Patterns 
are fresh and colorful—easy to sell—plenty 
of sizes for customers to choose from. Rugs 
come in cardboard tubes. When you make a 
sale, simply ship rug to customer—from your 
own or our Distributor’s stock. Two types of 
rugs are available: Linoflor Rugs —“Genu- 
ine Inlaid” marbleized patterns; Felt-Base 
Rugs (2 grades) —high quality, low-priced. 
Send for color cards and name of nearest 
Distributor. W. & J. Sloane, Selling Agents 
Division, 295 Fifth Avenue, New York. 

























SPREADS AS FAST § 
AS GOOD PAINT _ 


mural-tone 


e J e 
Your first sale of MURAL-TONE is the beginning of a chain of 
sales. A dealer in Richmond has traced twenty-nine sales back to 
one woman who used MURAL-TONE six months ago and recom- 
mended it to her friends. 
, You don’t have to depend on word-of-mouth advertising today. 

Attractive ads in the magazines shown here are telling the good 
news about MURAL-TONE every month. Master painters; archi- 
tects; owners of all types of property; practically every prospect for 
wall paint is being told the story of beauty—speed—economy. 

MURAL.-TONE is the balanced casein-lithopone paint. It gives 
you a quality paint. Gives you an attractive package—looks well in 
any window. Posters, color charts, folders, window displays—and 
the proper margin of profit. 

Get a few painters to test MURAL-TONE for you. They'll tell 
you more than we could crowd on a dozen pages. 

You know there is a tremendous market for a quality paint able 
to meet “‘cheap paint’’ competition. MURAL-TONE gives you the 
key to that market. The coupon is for your convenience. Today is 
the right time to send it in. 





Reasons why MURAL-TONE is selling—and repeating: 
1. Dries in forty minutes. 4. Will not lime-burn. 
2.One coat covers—and 5. 90%lightreflective. 
hides on most surfaces. 6.1 gallon yields 1% 
3. Adheres to unseasoned galions of paint. 
plaster and cement. 7. Cuts costs 25%. 


THE MURALO COMPANY, INC. « founded 1894 


566 Richmond Terrace, Staten Island, N. Y. 
BOSTON « CHICAGO ¢ ATLANTA «+ SAN FRANCISCO 
cr-------------------- ——— 
The Muralo Co., Inc., 566 Richmond Terrace, Staten Island, N. Y. 
Gentlemen: Send me full information about MURAL-TONE and 
tell me how it can make money for me. 
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basement the stock for Christmas 
is basically the same the year 
’round although the quantities of 
the different lines are increased. 

Theft can be a big problem with 
huge Christmas crowds stopping 
in a “Christmas Bazaar” layout, 
so Jones Hardware hired a special 
uniformed policeman who spotted 
enough shoplifters to more than 
pay for his salary. The special 
“cop” was a former policeman 
and was well trained for his 
duties. He had served the Jones 
store each Christmas season for 
the past four years. 


To properly serve the huge 
crowds attracted by turning the 
basement and main floor and bal- 
cony into a “Christmas bazaar” 
the staff of the store was increased 
from its usual size of 14 to 30 peo- 
ple. Of ten clerks brought into 
the store for a two weeks training 
course, only one or two were 
hired, thus the store had the ser- 
vices of ten clerks for several 
hours each at no cost. 

After the Christmas season the 
store holds a pre-inventory sale in 
preparation for inventory which is 
taken on February 1. 





Jenkins’ Christmas Volume 


(Continued from page 65) 


called upon to carefully estimate 
the acceptance each new number 
will have among the store’s clien- 
tele. Even though the buyer’s best 
judgment is used, it is possible to 
make a poor decision, and it is 
recommended that new numbers be 
ordered in limited quantities far 
enough in advance of the holiday 
season that the probable demand 
can be gaged, and leading numbers 
reordered in ample time to be in 
stock for the holidays. Two years 
ago, the store’s buyer inspected a 
sample toy line and “passed-up” 
a toy chest of tools intended to re- 
tail for 98c. Finally, however, due 
to the persuasion of the salesman 
showing the line, the firm pur- 
chased a substantial number of the 
chests, which when received sold 
so fast that the supply was soon 
depleted. ; 

While the firm believes in hav- 
ing all of its merchandise plainly 
price-marked at all times, this is 
particularly true during the holi- 
day season. Every toy and gift 
item is displayed with a good- 


sized and very legible price card. 
It has been found that these cards 
assist many store visitors in mak- 
ing their own selections, enabling 
the sales force to devote most of its 
time to wrapping up purchases 
and making change. Early in De- 
cember the store is appropriately 
decorated for the Yuletide season, 
and the special window and in- 
terior displays are arranged. 

The store was established, in the 
front room of a small house, by 
John Jenkins in 1884. A son, Eu- 
gene Jenkins, later succeeded to 
the business, and in 1904 he moved 
the store to its present location, 
which was then considered to be in 
the country. The neighborhood 
has since become one of Balti- 
more’s leading residential districts, 
and the store has steadily prog- 
ressed until it now ranks among 
the city’s leading hardware estab- 
lishments. The store’s present own- 
ers, John and Donald Jenkins, 
assumed control of the business 
in 1930. 








Foley Can Opener Display 


This counter display carton contains 
six individually packed can openers. The 
Foley can opener opens all shapes of 
cans and all sizes including gallon and 
5 gallon cans. It lifts a can from boil- 
ing water and holds can firmly while 
cutting a clean, smooth rim. It also 
serves as handle to pour contents and 
will also remove bottle caps. The opener 
is geared 2 to 1, guaranteed to last five 
years and retails at $1.25. Foley Mfg. 
Co., Minneapolis, Minn. 
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ewe WHAT TO SAY WHEN 


Ss A CUSTOMER SAYS: 
ie ee “2 Want Some Sash Cord” 


When you allow a customer to buy 
any substitute for Samson Spot 
Sash Cord—WITHOUT TELLING 
HIM THE FACTS OF SASH 
CORD QUALITY—you are sowing 
the seeds of trouble. 


When that cheap cord lets go, the 
customer — being human — will 
blame YOU. He may never come 
back. 


This new book gives you Sash Cord 
FACTS—tells WHY Samson Spot 
Sash Cord gives at least TWENTY- 
FIVE YEARS of service —tells you 
how to protect your own interests 
and the customer’s—tells you what 
to say when he says: “‘I want some 
sash cord.” 


Write for your copy; and remember, 
your Jobber carries Samson Spot 


eee § = Sash Cord. Send for samples. 


oe eS S * " 
58 SAMSON CORDAGE WORKS 
Dept. HA Boston, Mass. 


Fj MSON 
SPOT 
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ATREMENDOUS SELLER / 


WHAT IT DOES!—Shells a pound of 
lima beans or peas in two minutes. 
Slices a pound of string beans in 
the same length of time. 


ITS SPEED IS AMAZING!—It takes 
only a few seconds to change from 
slicing to shelling. The slicing at- 
tachment will slice the whole solid 
vegetable kingdom into thin, attrac- 
tive shoestring shapes. 
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THE NEWEST 
ano FASTEST SELLING 
KITCHEN TOOL 
ON THE MARKET 


> PRICED RIGHT 
HANDSOME PROFITS 


AST spring Vaughan _intro- 
duced a Pea Huller and Bean 
Slicer in one eastern metropolitan 
market. Although it retailed for 
$1.98—more than 30,000 were 
sold within 5 months. 


NOW—you can feature this new and 
improved Vaughan model for $1.39 
RETAIL. IT'S A WINNER! A real 
value for your customers—a_ real 
profit producer for you. There's 
nothing else like it. 


Designed by one of the country's 
foremost artists—as modern as a 
streamlined train. Made of the 
finest materials. Expert workmanship 
and finish. 


EASY TO DISPLAY! 

EASY TO SELL! 

EASY TO USE! 

WILL MAKE A FINE CHRISTMAS 
GIFT NUMBER! 


Be the first in your community with 
this sensational new item. Send for 
information on No. 550 individually 
packed in two-color display box. 
Weight 2 Ibs. each. 


Vaughan's 
SAFETY ROLL, JR. 
and Other 
Popular Numbers 


Cash in on the demand 
for Vaughan's Famous 
Sales Leaders. For 25 
ears high qualiy, uni- 
‘ormity and sustained na- 
tional advertising has 
caused a consumer prefer- 
ence for Vaughan's prod- 
ucts. Popular priced... 
retailing for 5c... 10c 
»..and 25c... and they 
pay you a good profit. 
You can build a profitable 
business wih these nation- 
ally advertised leaders. 
Send for information and 
prices. 


VAUGHAN NOVELTY MFG. CO., Inc. 


WORLD'S LARGEST MANUFACTURER OF CAN OPENERS" 


3211-25 CARROLL AVE.—CHICAGO, ILL., U.S.A. 
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CLEMSON BROS., INC., 





MIDDLETOWN, N.Y. 


@ 6101 






































DIXON’S 
BELT DRESSINGS 


Ay 4 
cS . 
GRAPH-AIR 
GUN 


For leather, rubber and composition 
belts, sell the old favorite giant, red- 
labelled bar of Dixon's Solid Belt Dress- 
ing. Nothing better to prevent belt slip 
and preserve belt life. Quick and easy 
to apply—just hold it up against the 
running belt. 

Sell Dixon's Paste Belt Dressing, the 
water-proofing belt preservative, to 
make belts cling by restoring pliability 
without imparting a sticky, dust-catching 
surface. Nothing like it for manila trans- 
mission ropes—keeps fibres flexible, in- 
creases traction, waterproofs, prevents 
rotting. Applied running or idle, from 
collapsible tubes or from cans, with pad- 
dle or brush. Booklet O-40 gives com- 
plete information. 


JOSEPH DIXON CRUCIBLE COMPANY 
Established 1827 » N Jersey City, N. J. 
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Coming Events 


California Retail Hardware Asso- 
ciation, 36th annual convention and 
exhibition, Hotel Whitcomb, San 
Francisco, Cal., February 16 to 18 
inclusive, 1937. LeRoy Smith, secre- 
tary, Room 237, 417 Market St., San 
Francisco. 

Southern California Retail Hard- 
ware Association, 16th annual con- 
vention and exhibit tentatively sched- 
uled for Ambassador Hotel Audi- 
torium, Los Angeles, Cal., February 
23 to 25 inclusive, 1937. J. V. Guil- 
foyle, managing director, 1126 Rives- 
Strong Bldg., Los Angeles. 

Connecticut Hardware Association, 
annual convention, Hotel Elton, Wa- 
terbury, Conn., March 3 and 4, 1937. 
Charles F. Freeman, secretary, Bran- 
ford, Conn. 

The Hardware Association of the 
Carolinas, 33rd annual convention, 
Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 in- 
clusive, 1937. Arthur R. Craig, sec- 
retary, 803 Commercial Trust Bldg., 
Charlotte, N. C. 

Illinois Retail Hardware Associa- 
tion, 40th annual convention and ex- 
hibit, Peoria, Ill., Feb. 2 and 4, in- 
clusive, 1937. Sessions and exhibit 
Peoria State Armory. C. G. Gilbert, 
managing director, 1155 Merchan- 
dise Mart, Chicago, Ill. 

Iowa Retail Hardware Associa- 
tion, 39th annual convention and 
house furnishings show, Feb. 9-12, 
inclusive, 1937, Des Moines, Iowa. 
Headquarters: Savery Hotel. Exhi- 
bition: Coliseum Bldg. Philip R. 
Jacobson, secretary-treasurer, Mason 
City, Iowa. 

Indiana Retail Hardware Associa- 
tion, 38th annual convention and ex- 
hibit, Indianapolis, Ind., Jan. 26 to 
29, 1937. Headquarters: Lincoln 
Hotel. Sessions and exhibit: Murat 
Temple. G. F. Sheely, managing di- 
rector, 130 E. Washington Bldg., In- 
dianapolis. 

Kentucky Hardware and Imple- 
ment Association, annual convention 
and exhibit, Seelbach Hotel, Louis- 
ville, Ky., Jan. 19 to 21 inclusive, 
1937. J. M. Stone, secretary, Room 
9, Seelbach Hotel, Louisville. 

Michigan Retail Hardware Asso- 
ciation, annual convention and ex- 
hibition, Grand Rapids, Mich., Feb. 
9 to 12 inclusive, 1937. Exhibition: 
Civic Auditorium. Harold W. Ber- 
vig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 

Missouri Retail Hardware Asso- 
ciation, annual convention and ex- 
hibition, Jefferson Hotel, St. Louis, 
Mo., Feb. 16 to 18 inclusive, 1937. 
Peyton C. Clark, secretary, 2861 
Gravois Ave., St. Louis. 
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Lively Items 
for 


Christmastide 
PRACTICALLY every family in 


your community in 
which there are children are prospects for the KEEPS CARPETS AND FLOORS CLEAN 
purchase of FIDELITY FELT XMAS TREE Lasts a hitetine 

“, MAT and FIDELITY FELT ROADBED 

FIDELivy. ~~ Sf ge FOR MODEL RAILROADS. Once seen by apg are bs FiBeciry to DK 















MODEL RAIL 4 
grade arey fete Put com the prospect, these items need no “sales talk.” XwAs TREE MAT, A E felt « fest 
is in a . . 
Tee widthe and. thicknenees ign. To attract attention to them in your store, we ard.” Neat. Clean. Protects rus, 
; n. “9” . ° , : imese’™ 
retails at 35¢ fer @-ft. chine furnish attractive cut-outs in seven colors. We Se os alr Glteae” Gan a oak 


tracks; 
aa eaten RAS - FH, 4 also supply dealers with folders illustrating both indefinitely. Retails at $2 fer Pa 


items, with room for your imprint. Oe a SS oe 


Folders will help you spread the word abroad that you A modest Supeetonant will give you a representative stock. 
have on sale in your store the FIDELITY FELT XMAS Counter cards and folders are sent free with first order. 
oon Rs one wk FIDELITY FELT BALLAST FOR Write for folder and trade discount. 


FIDELITY FELT COMPANY 


Die-Cut Felt Specialists 
FRONT & VENANGO STS. PHILADELPHIA, PA. 











Their Classified Ad in Hardware Age Showed 
This Publication’s Great Pulling Power 


This interesting letter from a well known lock company shows what only ONE insertion 
in Hardware Age accomplished. It out-pulled all the other hardware trade publications 
used “Ten to Three”. It is just such quick, tangible results as this that make Hardware 
Age the most dependable medium for Classified as well as Display Advertising for 
manufacturers of Hardware and kindred products. 





"In response to yours of the 3lst, it is our intention to run this ad only 
once, and you no doubt will be interested in learning that we ran this ad 
in three different hardware trade magazines, and received fourteen replies. 
Ten of these were received from the Hardware Age, three from one of the 
Other magazines, and one only from the other magazine. This gives your 
publication a batting average of about 75% and indicates very clearly 
which of the “hardware trade publications has the greatest pulling power." 
































Schlage Lock Co. 
(Signed) John A. Mansergh, 
Sales Manager 
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STEEL TRAP 


FACTS! 


Blake & Lamb are the only steel 
traps fitted with oot wate | shank 
that eliminates rust, sticking and 
freezing. 


Blake & Lamb are the only na- 
tionally known brand that are, 
and pao have been, sold ex- 
clusively through the hard- 
ware trade. 


Blake & Lamb are definitely 
higher in quality—yet lower in 
pricel 


This year—insist upon Blake & 
Lamb—the hardware dealers’ 
trap. If your favorite jobber 
doesn't carry them—write to us 
for your closest source of supply. 


THE HAWKINS COMPANY 


America's Oldest Trap 
Manufacturer 


South Britain, Connecticut 














No wonder “Eveready” Batteries 
sell three, four and five times 
faster than any other brand—the 
date-line on the battery assures 
your customer that he is getting a 
fresh battery... brimful of long- 
lasting power. 


POINT OUT THE DATE-LINE 
on “Eveready” Batteries and 
watch them move out and profit 
move in. 








112 





Minnesota Retail Hardware Asso- 
ciation, 4lst annual convention and 
exhibit, Auditorium, St. Paul, Minn., 


Feb. 23 to 26 inclusive, 1937. C. J. 


Christopher, manager, Nicollet at 
24th St., Minneapolis. 

Mountain States Hardware and 
Implement Association, 35th annual 
convention, Cosmopolitan Hotel, 
Denver, Colo., Jan. 18 to 20 in- 
clusive, 1937. John T. Bartlett, sec- 
retary, 637 Pine St., Boulder, Colo. 

Nebraska Retail Hardware Asso- 
ciation, 36th annual convention and 
exposition, Omaha, Neb., Feb. 3 to 
4, inclusive, 1937. Exposition: City 
Auditorium. Headquarters: Paxton 
Hotel. Edward C. Hermanson, sec- 
retary, 414-419 Little Bldg., Lincoln 
City Auditorium. 

New England Hardware Dealers 
Association, 44th annual convention 
and exhibition, Hotel Statler, Bos- 
ton, Mass., March 11 to 13 inclusive, 
1937. Guy C. Small, secretary, Room 
225, 140 Federal St., Boston. 

New York China, Glass & House- 
wares Show, sponsored by New York 
Housewares Manufacturers Associa- 
tion, Hotel Pennsylvania, New York 
City, Jan. 24-30, inclusive, 1937. 
Mrs. Flo English, secretary, Room 
1108, Hotel Pennsylvania, New York. 

New York Retail Hardware Asso- 
ciation, annual convention and expo- 
sition, Rochester, N. Y., Feb. 9 to 11, 
inclusive, 1937. Exposition: Na- 
tional Guard Armory, E. Main St. 
Headquarters: Hotel Seneca. John 
B. Foley, secretary, Hills Bldg., Syr- 
acuse, N. Y. 

Ohio Hardware Association, 43rd 
annual convention and exhibition, 
Columbus, Ohio, Feb. 16 to 19, in- 
clusive, 1937. Headquarters: Desh- 
ler-Wallick Hotel. Exhibition: Col- 
umbus Auditorium. John B. Con- 
klin, secretary, 175 S. High St., 
Columbus. , 

Oklahoma Hardware and Imple- 
ment Association, 34th annual con- 
vention and exhibit, Masonic Tem- 
ple, Oklahoma City, Okla., Feb. 2 to 
4, inclusive, 1937. Charles F. Nel- 
son, secretary, 30k Key Bldg., Okla- 
homa City. 

Pacific Northwest Hardware & Im- 
plement Association, 32nd Annual 
Convention and Exhibition, Spokane, 
Wash., Feb. 8 or 9 to 11, inclusive, 
1937. Headquarters: Davenport 
Hotel. Exhibition and business ses- 
sions: Armory. Dale Strong, secre- 
tary, 523 Realty Bldg., Spokane, 
Wash. 

The Pennsylvania & Atlantic Sea- 
board Hardware Association, Inc., 
Annual Convention and Exhibition, 
Pittsburgh, Pa., Feb. 22 to 26, inclu- 
sive, 1937. Headquarters, business 
sessions and exhibition William 


Penn Hotel. W. Glenn Pearce, man- 
aging director, 400 N. Broad St., 
Philadelphia, Pa. 

Southeastern Retail Hardware and 
Implement Association, 23rd annual 
convention and exposition, City 
Auditorium, Atlanta, Ga., Feb. 9 to 
11, inclusive, 1937. H. M. Simmons, 
secretary, 922 Atlanta National Bank 
Bldg., Atlanta. 

Texas Hardware and Implement 
Association, 39th annual convention 
and exhibit, Baker Hotel, Dallas, 
Tex., Jan. 26 to 28, inclusive, 1937. 
Dan C. Scoates, secretary, College 
Station, Tex. 

Virginia Retail Hardware Associa- 
tion, annual convention, John Mar- 
shall Hotel, Richmond, Va., Feb. 16 
and 17, 1937. R. A. Frayser, acting 
secretary, 602 East Broad St., Rich- 
mond. 

South Dakota Retail Hardware As- 
sociation, annual convention, Sioux 
Falls, S. D., Jan. 19-21, 1937. Head- 
quarters: Sioux Falls Coliseum. C. 
J. Christopher, manager-treasurer, 
Nicollet and Twenty-fourth St., Min- 
neapolis, Minn. 

The Western Retail Implement & 
Hardware Association, Forty-eighth 
Annual Convention and Exhibition, 
Kansas City, Mo., Jan. 19-21, inclu- 
sive, 1937. Sessions and exposition: 
New Municipal Auditorium. Her- 
bert J. Hodge, secretary-treasurer, 
Abilene, Kan. 

Wisconsin Retail Hardware Asso- 
ciation, forty-first annual conven- 
tion and exhibit, Auditorium, Mil- 
waukee, Wis., Feb. 2 to 5, inclusive, 
1937. George W. Kornely, exhibit 
manager, 3374 N. Green Bay Ave., 
Milwaukee. H. A. Lewis, executive 
secretary, Stevens Point, Wis. 





Cooky Press 


This Full-Recipe Cooky Press holds 
an entire recipe and makes 60 cookies 
with one filling. It is equipped with 





12 differently shaped forming plates, 
many of which are of entirely new de- 
sign. It is being offered at $1.25 and 
an aluminum Cooky Sheet at 69c is a 
companion item. Aluminum Goods 
Mfg. Co., Manitowoc, Wis. 
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New Piston System 


Roper double acting, single 
cylinder Piston System .. .« 
the best engineered system 
ever built. Nowhere else can 
you get ‘‘Direct-Drive’’ (no 
belts)—“"SANI-TANK”’ (porce- 
lain enameled storage tank)— 
“BUILT-IN” MOTOR (no ad- 
justment necessary) — ‘‘UNI- 
VALVE” PLATE (contains all 
valves)—AIR VOLUME CON- 
TROL — “BUILT-IN” PRES- 
SURE SWITCH (automatic op- 
eration). For pumping water 
from any source down to 22 feet. 
Two sizes—250 and 350 gallons 
per hour. 


The Modern 


Convenience 
everybody 


wants 





... and the system 
the majority prefers 


Consumer preference is immediately established for 
this new Roper Piston-Type Water System the min- 
ute you exhibit it on your sales floor. It’s always 
_ to attract the eye of the prospective customer 
because of = Fy ory modern design and lustrous 
fin ° d it has the performance and economy 
qualifications | to convert that first interest into sales. 
4 — sys my of tomorrow is definitely here 

ell and profit. Write for con- 

vineing proof of Roper superiority. 


Geo. D. Roper Corp., Rockford, Ill. 





WATER SYSTEMS 





PAINT 





DEPARTMENTS 


RE you making as much money as you should from your paint 


department?... 


more profitable proposition? 
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ONE STANDARD 
of QUALITY 


For over thirty years this company has 
been known throughout the trade for its 
strict adherence to a single standard of 
excellence. Selected high grade materials, 
precision manufacture and rigid inspection 
are guaranteed features that enable every 
dealer to sell HOLTITE Products with full 
assurance of dependable performance. 

Stock the complete HOLTITE line of 
quality products for steady, profitable 
turnover. Remember, “there’s a HOLTITE 
Product for every purpose.” 


Sold through Hardware Jobbers 


CONTINENTAL SCREW 


Office @ Factory 
NEW BEDFORD 


Massachusetts 


Co. 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


SOUTHERN BRANCH 
1421 Fort Street 
Chattanooga, Tenn. 














Memo to Hardware DEALERS: 





Say MCKAY... and youll be OK! 


As one of the largest and oldest 
makers of CHAIN in this country, 
we are passing along this friendly 
tip: ASK YOUR JOBBER FOR 
McKAY CHAIN. 


We want you to know these 
“quick” facts about our products: 


(1) The processes and materials used in 
making McK AY CHAIN are outstanding 
for their quality and uniformity. 


(2) The line is complete—it includes 
EVERYTHING in Chain: welded and 
weldless ... from Trace Chains and Tie- 
Out Chains to Crane Chain and Ship’s 
Anchor Chain! 


(3) McKAY CHAIN will please your cus- 
tomers; it will bring them back to YOU 
for their Chain requirements. 


THE McKAY COMPANY 


McKay Bidg. : Pittsburgh, Pa. 
(Formerly U. S. Chain & Forging Ce.) 




















Christmas sell- 
ers ready for you 
to profit on. The scroll 
saw is not a toy but a saw 
built to industrial specifications. Provided 
with a modern sawing design it is just the 
set for that aspiring young craftsman on 
Christmas morning. He’ll be a repeat cus- 
tomer for you. 

The No. 1 Trojan sawing set is universally 
known as the saw with a thousand uses, 
complete with 5 patented blades (15 to 32 
teeth per inch). For the handy man around 
the house, for the shop, school or mechanic 
it is a tool which once owned would be- 
come indispens- 
able. Another re- 
peat blade cus- 
tomer for you. 
Write for catalog today. 
Order through your 





ACKERMANN- 
STEFFAN & CO. 


4509 Palmer St., 
Chieago, U.S.A. 

















EXTRA PROFIT 


Boost YOUR Christmas Business with this 


New Justrite 
PUSH-CLIP 






@ This fast-selling Display of 
Justrite Push-Clips will help you 
make these extra sales! Every 
household needs Push-Clips. ..to 
—_ lamp cords and radio wires 


in place, neat, off the floor! Colors 
to match cords or woodwork! 
Easy to install— no tools needed. 
Holds cord tight, easy to remove, 
does not mar walls or woodwork. 
No. 17 PUSH CLIP DISPLAY (4% 

ross cards): 9 cards Ivory, 3 cards 
White, 9 cards Old Gold, 6 cards Dark 
Red, 6 cards Dark Brown,3 cards Green 


Set of 8 PUSH CLIPS sells for roc 


JUSTRITE MANUFACTURING CO. 
2073 Southport Avenue Chicago, IIlinois 
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Just Among Ourselves 


(Continued from page 31) 


technical knowledge. He is quite 
competent to take off plans and fig- 
ure hardware for almost any type of 
building. 

“In our youth and innocence we 
thought that thus equipped, a 
Builders’ Hardware Department 
should successfully aid us in secur- 
ing contracts upon most of the large 
new buildings in the locality. What 
are the facts? There is not a job 
amounting to $200.00 or over that 
every manufacturer in the metro- 
politan district is not figuring direct 
at cut rate prices. 

“Of course, if the manufacturer 
whom we represent, with our aid 
secures the contract, we might re- 
ceive the munificent commission of 
5 or 10 per cent, 10 per cent if we 
take full responsibility with the at- 
tending grief, and 5 per cent if the 
manufacturer handles it _ direct. 
Meanwhile, the manufacturers want 
to load you up with stock which you 
have no more chance of selling than 
to retail snow balls in January. The 
whole set-up is unfair and there will 
be and can be no real co-operation 
between manufacturers and retail- 
ers unless there is a change of the 
selling of builders’ hardware. 

“It is unnecessary to state that 
the profits upon the sales of build- 
ers’ hardware in this locality do not 
pay the salary of the builders’ hard- 
ware salesman and if it were not for 
other lines he would almost be a 
total loss.” 


An Indictment— 

Mr. Romaine makes a serious 
indictment against the builders’ 
hardware industry. Knowing him 
as I do, I am sure he speaks from 
some bitter experiences. This 
same criticism I have heard be- 
fore and often. The manufactur- 
er’s usual comeback is that there 
are too few well trained builders’ 
hardware men available and that 
they must operate their own con- 
tract departments. This certainly 
would not be true in the Hacken- 
sack area nor in other localities 
where an able builders’ hardware 
man is available. But judging 
from the recent builders’ hard- 
ware distributors convention in 
St. Louis (which prompted my 
comments) there are too many 
places where there are not suf- 
ficiently experienced men _ nor 
adequate stocks. This was ad- 
mitted by distributors from all 
parts of the country who, however, 
prefaced their admissions with 
complaints closely paralleling the 
story told by Mr. Romaine. If 
more men are to be interested in 
becoming more proficient in the 
distribution of builders’ hardware 
it is obvious that manufacturers 
must help educate them and en- 
courage this activity by some 
degree of protection to those who 
qualify. 





Mock Trial 


(Continued from page 74) 


that the firm had in fact discrim- 
inated against its retail customer 
in favor of the chain store concern 
and in violation of the law. This 
decision was coupled with a cease 
and desist order which the Jackson 
Company is bringing into court 
for legal review. In its decision 
the Commission closely followed 
its previous decision in the Good- 
year Company case, involving a 
mass purchase of tires by Sears, 
Roebuck & Company, and ad- 
mitted that the stove firm could 
rightly allocate sales and adver- 
tising expenses to other products 
than that made for the Wallace 


Company, but held it had no right 
to pro-rate other items of expense 
or overhead. It held also that the 
firm must allow all advertising 
and service allowances on a pro- 
portionately equal basis among 
all its competing customers and 
that it could not, under the Pat- 
man act, pay brokerage in any 
form. 

“Extensive data on the account- 
ing methods of the Jackson Stove 
Company will actually be intro- 
duced into evidence at the trial 
at the Astor to be presided over 
by former State Supreme Court 
Justice Stephen Callaghan. In ad- 


HARDWARE AGE 














| > See neeneteenereereeeemes eee ere 





N¢é 























SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 


in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 














Invites you to inspect this 
fast selling blowtorch 










NUMBER 150 


is an even better torch 







than it was last season 






. .. Massive bronze “‘All- 





Weather” burner and cast 


drip. cup give it better 









performance and more 


N 50 
Oe $4.00 





eye appeal on display. 





that made it last season’s leader . . 





Is your name on 
our mailing list? 


+ you a sample. 


' JHE TURNER BRASSWORKY Rn) 


400 Park Ave., Sycamore, Ill., U. S. A. 
Plumbers’ and Tinners’ Fire Pots, Camp Stoves, Gasoline Lanterns, Lamps, etc. 





Ask your jobber to show 





quality sprinkler known. 





Send for special bulletin giv- 
ing full details and prices. 





Chisholm-Ryder (ompany, Inc. 
3801 Highland Ave. 





PREMAX SALES DIVISION 


But the Head 
Stull Floats! 


Premax Model 101-C Sprinkler 


More eye appeal . . . the same dependability 
. plus a 
program of dealer helps that will make it 
easy to secure big volume on the highest 


Niagara Falls, N. Y. 








Now Selling Four Times as Fast 


BERNARD PLIERS are SALES HARDWARE 








The new 4 Plier Selling Unit has 
made Bernard No. 102 Pliers Sales 
Hardware instead of shelf hardware 
and dealers all over the country are 
gathering in the extra profit. 

Every man appreciates the Bernard 
No. 102 Plier and never kicks at the 
price. The proof is in actual sales. You 
should try a unit now. 


Buy The New 4 Plier Selling Unit 
And Get The New Discount! 


mk 
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Because of the increased volume made 
possible through the new 4 Plier Sell- 
ing unit we are giving an extra discount 
on Bernard No. 102 Pliers. This makes 
the profit possibilities to you higher 
than on most hardware items. You'll 
like the way these new 4 Plier Selling 
Units help make sales. Write us today 
for details. 


The WM. SCHOLLHORN COMPANY 
416 Chapel Street, New Haven, Connecticut 
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DOOR BELLSe 
eee BUZZERS 
SKELETON BELLS 


WEATHER-PROOF VIBRATING BELLS 
TRANSFORMERS 


Widely known for quality and low prices—a com- 
plete line. If your jobber does not stock Signal 
Bells, Buzzers, and Transformers, write 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 
ee, ¥ rN nt Sar, ne 
oid 












—alloy tool 
steel, oil 
tempered 


= on one 
house wheels for every 
make pipe cutter 


KNUBLED and SM otang omer wheels for every 
standard make pipe cu 'e Blade Wheels with 
thin penetrating A Mihst cut Rk faster and much 
easier. Alloy Steel heat Hy = and tomperes. they 

hold their en oe , they will not rust. 
Balanced stocks on a free, phan beautiful metal 
stock board that is plainly marked for size and makes 
of pipe cutters. 


Write for “Cutter Wheel Stock” Circular 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


814 N. Francisco Ave., Chicago,, U. + Y . 
New York San Franeiseo 
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dition the record of the trial will 
supposedly contain reports on all 
the Congressional debates, hear- 
ings and committee meetings hav- 
ing to do with the Patman act, 
and the complete record of the 
Goodyear hearing. Many expert, 
trade and association witnesses 
will be called to testify to the eco- 
nomic implications of the Act, and 
its history. If represented in ac- 
tual court action, the Sales Execu- 
tives Club estimates that the trial 
would be considered, with its liti- 
gation fees and court expenses, a 
$100,000 case.” 

From the leading editorial of 
the Special Bulletin, I quote as 
follows: 


“CLEARING THE WAY 


“All manufacturers and distributors 
come under the provisions of the New 
Robinson-Patman Act. 

“All who buy or sell commodities in 
interstate commerce are subject to its 
terms. In cases of violation, buyers who 
instigate, or who knowingly participate 
in any unlawful discrimination, are 
liable to penalties as well as the sellers. 

“Regardless of the general under- 
standing to the contrary, the Federal 
Trade Commission will not issue regu- 
lations amplifying this new law, for it 
is the responsibility of the Courts, not 
the Commission, finally to interpret the 
Act. Therefore, business men will be 
required to evaluate their own problems 
under the Act, and to seek the counsel 
of their own attorneys and their reac- 
tions regarding them until enough ac- 
tual cases are available to indicate the 
legal construction that will finally be 
placed upon many of the perplexing 
questions arising out of this Act. 

“In order to give its members and 
friends the latest and most authorita- 
tive information and counsel regarding 
the character, scope, purposes, etc., of 
this perplexing new law, the Sales Ex- 
ecutives Club of New York last summer 
conducted several well-attended round- 
table discussions on the new Federal 
statute. So much interest was mani- 
fested in these discussions, which were 
led by such outstanding authorities as 
Congressman Emanual Celler, William 
H. Ingersoll, Edwin B. George, and 
others, that the Club conceived the idea 
of holding a mock trial in which a spe- 
cific case of alleged violation under the 
new Robinson-Patman Act would be 
developed by a battery of the highest 
grade legal talent available. 

“The project was thoughtfully con- 
sidered by the officers and members of 
the Club for some time. Out of this 
thinking and planning came the mock 
trial of the case ‘Federal Business Com- 
mission versus Jackson Stove Company’ 
which was tried before a mock Federal 
Appellate Court in special session last 
evening in the grand ballroom of the 
Hotel Astor, New York City. Present 
were several thousand business men, 


lawyers, and others vitally interested in 
the new law.” 


Here is another quotation from 
the Special Bulletin: 


“PRIVATE OPINION 


“QUESTION: What in your opinion 
will be the effect of the new Robinson- 
Patman Act on American business? 


_ “ANSWERS 


By Thurlow M. Gordon, Partner— 
Wright, Gordon, Zachry & Parlin, At- 
torneys: 

“On many points, the Act still re- 
mains an enigma. No one can yet pre- 
dict either its interpretation as a mat- 
ter of law or its ultimate consequence 
as a matter of economic policy. No one 
can tell whether it will prove to be a 
great step forward toward stability and 
fair dealing as many believe, or whether 
it represents a mere stretching after un- 
attainable equities. If given a literal 
interpretation, it might violently and 
unreasonably disrupt our existing sys- 
tem of production and distribution. It 
is generally believed that it will not be 
so construed. But innumerable ques- 
tions still remain to be solved, and must 
be solved, before the purpose of its 
sponsors can be reconciled with the 
complexities of actual business life.” 

By Gladden Searle, Vice-President in 
—_ of sales, Continental Can Co., 
ne.: 

“The enactment of the Robinson-Pat- 
man Act has created a state of con- 
fusion in our sales policies. Our pol- 
icies are being guided by our attorneys, 
and of course, will be within the limi- 
tations of the Robinson-Patman law. In 
the meantime, obviously until clarifica- 
tion of the Act, all contracts accepted 
by this Company are accepted subject 
to the provisions of the Robinson-Pat- 
man Act.” 

By Henry F. Samstag (retired), for- 
merly President of Samstag & Hilder 
Bros. : 

“The Robinson-Patman Bill, to my 
notion, is the most wicked legislation 
that has ever come to my notice. Ever 
since the bill was introduced, every 
alert merchant has been on edge. They 
simply don’t know where they are at.” 

By Dr. Willard L. Thorp, Director of 
Economic Research; and Edwin B. 
George, Economist, Dun and Bradstreet, 
Inc.: 

“The new Act itself, with its many 
controversial and unwieldy particulars, 
is but an immediate legislative expres- 
sion of the basic idea, and administra- 
tively remains a question mark. Like 
the Sherman and Clayton Acts, its gen- 
eral terms permit wide speculation as 
to its specific applications. It may be 
reduced in practice, or by the Courts, 
to workable form; or its own terms may 
have to be drastically modified by Con- 
gress. The history of price discrimina- 
tion, however, suggests that the real 
and imaginary problems involved in en- 
deavoring to preserve fair competition 
are persistent, and deserve the careful 
consideration of every forward-looking 
business man.” 
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An Ideal Holiday Gift! 






The New 
EAGLE 
Handy Oiler 


The popularity of Handy Oilers has grown by 
leaps and bounds. Here is an ideal gift sugges- 
tion for your holiday trade—or as a gift for the 
hardware dealer himself to distribute to par- 
ticular customers. Dealers can have their own 
advertisement printed on oilers ordered in lots 
of six dozen or more, free of charge. Oilers 
come in red, blue or green. Positive trigger 
action delivers a drop or a stream of oil. Order 
from your jobber before it is too late. Or write 
to us for complete details. 


EAGLE MANUFACTURING CO. 
Wellsburg West Virginia 














ABRASIVE CLOTH 
BELTS 


FOR ALL MAKES OF 
PORTABLE SANDERS 





We are experts in the manufacture of 
abrasive belts, and can supply the correct 
type of belt for your work on short notice. 


JEWEL ABRASIVES 


for wood, metal and leather working 


ABRASIVE PRODUCTS, INC. 


SOUTH BRAINTREE, MASS. 
Branches At 
CHICAGO 





NEW YORK LOS ANGELES 





Abrasive Products, Inc. So. Braintree, Mass. 


Send us @ copy of your catalog. (HA. 10) 
I 6 55, ssa ecto 6.6,0Faene acm os ence eteeneias sinedemaners 
NIE ge0is. sip sing cai Lngpoticae beldlaehda Rodd waaea me cuenaas 
PE oss. ec caviig cdot oben eneones Goda sabekees 
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COMPLETELY SATISFACTORY 
To Dealer and Customer 
=e | The 


REID-WAY 
“— 


The trouble and constant repair 
expense experienced with ordi- 
nary rental floor sanders is 
> completely eliminated in the 

' sensational new Reid-Way “8”. 
This powerful, speedy sander 
is scientifically designed to 
give continuous profitable, 
trouble-free service. The Reid- 
Way is completely satisfactory 
to dealers because it brings 
steady rental profits with a 
complete elimination of main- 
tenance costs. Customers like 
_— it because it is easy to handle, 

es. ee light and does fast, clean work. 


Only REID-WAY Has These Features 


The outstanding and EXCLUSIVE features of this 
remarkable sander makes it a universal favorite. 
Think of it—a sander with ONLY ONE MOVING 
PART; NO GEARS, BELTS, PULLEYS or CHAINS ; 
WORKS DIRECTLY UP TO QUARTER-ROUND 
ON EITHER SIDE OF THE MACHINE. Write for 
full details on the Reid-Way “8”. 


Guaranteed for one year. 


The Reid-Way Corporation 
2934 First Avenue S.E. 
Cedar Rapids, lowa 





ARVADE itr TOYS 


“They Look Real" 








Assortment No. 4450... Packed | each in carton 
.. + 2 of each toy (12) ina case. They retail for 50c. 
each ... great values that give you quick turnovers. 
Just try ‘em for fall and Christmas trade. 
e ORDER FROM YOUR JOBBER e 
ARCADE MFG. CO., FREEPORT, ILLINOIS 
E> CoN SER SRR RR eS 
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is all it takes to point out the 
“Date-line’’ on an “Eveready” 


Battery when you sell it. Only 
one second... 


BUT IT MAKES YOUR STORE A BETTER STORE 
for it instills confidence in your 
customers. It shows them that 
you sell the dbest...that in 
your store they get full value for 
money spent. 


“EVEREADY” | 
BATTERIES | 
are FRESH | 
BATTERIES | 








Rotlfast 


ROLLER SKATES 


‘ 


.) 


\ + 


\ 


~The big steel balls 


make them sturdier... 


D. P, HARRIS HDW. & MFG. CO., INC. 
D. P. HARRIS BLOG., NEW YORK, N. Y. 














By Hon. Emanual Celler, United 
States Congressman from New York: 

“I hold no brief for large outfits that 
have been exacting unfair or improper 
discounts or allowances. They should 
not go unwhipped of justice. The bill, 
in-so-far as it seeks to scotch such evils, 
is proper. However, it goes much fur- 
ther. It strikes at quantity discounts 
generally. It provides that a quantity 
discount is unjustified and unlawful un- 
less it equals the difference in cost of 
manufacture, sale or delivery resulting 
from the different transactions. The 
bill was expected to assist the small re- 
tailer, but I fear the small retailer who 
urged its adoption would be hoist by 
his own petard.” 

By Wright Patman, United States 
Congressman from Texas: 

“The effect of the Robinson-Patman 
Law has been to help the smaller deal- 
ers of the country. I have convincing 
evidence in my possession that this is 
true. It is not depriving the larger con- 
cerns of any rights of benefits that they 
are entitled to enjoy. This Act is 


based upon the “Golden Rule” and . 


has proven to be greatly beneficial to 
business and, instead of causing a price 
increase to consumers, as charged by 
our opponents that it would, it has 
actually caused a reduction in prices.” 

By Dr. Paul C. Olsen, Director of Re- 
search, Limited Price Variety Stores 
Assn.: 

“Though manifestly too early to fore- 
tell the ultimate effect of the Robinson- 
Patman Act on business, it is neverthe- 
less the writer’s opinion that the Act, 
if enforced, will certainly bring higher 
prices to the masses of wage-earning 
consumers of the land.” 

You will please note here that 
of seven answers, six are evidently 
critical of the Patman act, and the 
only answer in favor of it is by 
Congressman Patman himself. It 
does seem to the writer that if the 
necessary effort had been made 
and the proper persons approach- 
ed, there might have been at least 
a few answers in favor of the bill 
and in the interest of the small 
independent merchants. 


Tn conclusion let me say that 
everyone who knows anything 
about the Patman law, knows it 
was pushed through Congress in 
great haste. The bill itself prob- 
ably never would have passed if 
it had not been for the scandalous 
and outrageous revelations that 
astonished the country as a result 
of the Patman hearings in which 
was exposed the discrimination 
against the mass of the merchants 
in the country by great manufac- 
turers fighting over the business 
of the great chain stores. To any- 
one with any common sense when 
the evidence brought before this 


investigating committee was pub- 
lished, it was evident that such a 
condition of merchandising was 
not in favor of the consumer, was 
not for the benefit of the con- 
sumer nor of the general business 
of the country, but resulted in the 
building up of enormous private 
fortunes. Of course such an ex- 
pose as came out in the evidence 
was unfortunate at this time as it 
seemed to confirm an impression 
gaining ground, that all big busi- 
ness is corrupt and dishonest. We 
who have been business men all 
our lives know this is not true. We 
know that the great mass of busi- 
ness men big and little in the 
United States, are sound at the 
core. These rackets that have 
grown up in business have been 
encouraged and carried out by a 
small minority. 

The Patman bill, as we know, 
was intended to cure or curb such 
evils. We also know that the bill 
was under way through the Senate 
and House of Representatives at 
the close of the last Congressional 
session. The bill met with terrific 
opposition from very powerful in- 
terests. Amendments were offered 
with the purpose of emasculating 
the bill itself. If those who were 
supporting the bill had waited 
and taken the time to straighten 
out every paragraph, the bill never 
would have passed. Everything 
had to be done in a hurry. It 
was now or never. It was a hasty 
job, and as a result we have this 
“amphibious” law. 

Now let me prophesy. This 
bill when it comes to the Supreme 
Court may be declared unconsti- 
tutional in certain parts. How- 
ever, I don’t believe it will be de- 
clared totally unconstitutional, 
and out of this bill and the heroic 
work that has been done for the 
good of the nation, I believe other 
more carefully prepared bills will 
be brought forth that will stand 
the test of all critics and oppo- 
nents. 

No matter what happens, and 
notwithstanding mock trials such 
as I heard the other night, the 
Patman law will go on record in 
the business history of the country 
as marking a new step and a new 
thought in the direction of cleaner 
business, fair play and good 
sportsmanship. 
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Sell Every 


HUNTER 
Who Comes In 


Every hunter is a hot 
prospect for Hoppe’s gun 


cianing preparations | “AQ time-honored name returns! 


Needed to condition all 
hunting shotguns and g 
rifles and protect them In purchasing recently the complete Ana- 


h i > , - 
ae ee conda Copper Rivet and Bur business from the 
oe Rares = American Brass Company, we have decided to 

market the line through hardware jobbers un- 


ing equipment. 
der the old and original trade mark—Star 


HOPPE’S c(ioning PACK) Brana. 





Attractively packaged for display as shown, handy, contains every H : be 

requirement for proper gun protection, all in one kit. Bottle of Star Brand needs no introduction to the hard 

Hoppe’s No. 9, can of Hoppe’s Lubricating Oil. tube of Sonate Gas ware trade. For nearly three-quarters of a 
» 2 y d H 1 ° ° 5 + 

a Se See oS, a Se ee century it meant: High and uniform quality 


Guide. Retail $1.00, giving a nice profit. Display for brisk turn-over. 


Sell ALL HOPPE’S 
Gun Cleaning Patches 


All hunters need cleaning patches. Hoppe’s 
come in sealed dustproof cartons, cut right 
size, and round, square or oblong. Seven sizes, 
one size only to carton. Very attractive in 
display. Retail, 25c a carton. 
Order from your Jobber TODAY 
FRANK A. HOPPE, Inc. 
2314A North 8th St., Philadelphia, Pa. 
Representatives : 

New York: Ed. W. Simon Co., Inc., 


108 West 2nd Street 25c. Retail | 


copper rivets and burs. 


We pledge a strict adherence to the stand- 
ards which made Star Brand the preference 
everywhere. 









Write today for our new 
catalog, price lists, and 
complete data 





302 Broadway 
Los Angeles: H. M. Bowlds, 














Fa beet orre EVERCRAFT'S 
ELT —_* beasitifodd CHROME WALNUT ctcations 


MARK 


Alligator Steel Belt Lacing “Never 

Lets Go.” The most universally used 

belt lacing on earth. Supplied in steel, 

“Monel Metal,” and alloys in eleven sizes 

for belts up to % in. Standard boxes, 
“Handy Packages,” and long lengths. 





Not sold by any mail order companies 
under its own or any other name. Specify bw | Pan Dolthnere Sesame 
“Genuine Alligator Steel Belt Lacing.” Evercratt’s | glorious new 
+ om 
Order through your jobber. chrome and rich, "waxed wale 
8 nu a as taken e 
gr ag trade by storm. And heading 


that procession of beauty— 


FLEXIBLE STEEL LACING CO. 
4616 Lexington Street, Chicago el Lo gree mw mn | cegpenene- J 


In England at 135 Finsbury Pavement, London, B.C. 2 gatherin " Tray No. 5116, 
1%” x 5” $7.20 doz.; Cream nowned for its exquisite de- 


d 
Pitcher No. 5104 87.20 doz.: sign, excellent quality and 
Sugar Bowl No. 5105 85.40 craftsmanship.—Do you have 
doz.; Set $1.65 each. a copy? 


| ose A Hid) eae 


| FREDERICK @ MARYLAND 
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MARSH 


RUBBERIZED 
worK GLOVES 
A Profitable Quality Product 


Ask Your Jobber 
or Write 


G. A. MARSH COMPANY 


1165 MASSACHUSETTS AVE. 
ARLINGTON, MASSACHUSETTS 








The Original 
“HORSESHOE MAGNET” 
HAMMERS 
Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 


\ market. Give long and 
; satisfactory service. The 
an 





Hammer holds the tack. 
THUR R. ROBERTSON 


Sele Manufacturer 
$96 Atlantic Ave., Boston, Mass. 











COOKS#* CM WA/L 


CLIPPERS 
The “Gem Junior” 


An eye-pleasing streamline 
clipper with hardened 
cutting jaws and efficient 
file and cleaner. Colorful 
counter card displays one, 
stores eleven. Retail, 25¢. 
At jobbers’. Send for cata- 
log oar sheet. 


H. C. Cook Co. 


aan. Conn. 


gg PN I Ott eg Magy, 





Don’t Let It ’ 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 

Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the ed Section offers - 
you to ‘in touch with the 
positions that are open. Read the 
classified section of each issue. 
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Classified Opportunities Dept. 
289 West 39th St, New York City 
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How's the Hardware Business ? 


(Continued from page 78) 


Committee, of the National Associa- 
tion of Purchasing Agents: 
“Buying policy recommenda- 
tions would range from two to six 
months in the general run of raw 
materials and semi-finished prod- 
ucts. There is very little prospect 
of any declining tendencies in 
commodity values or manufactur- 
ing costs during the next several 
months, and much should be gain- 
ed by moderate forward commit- 
ments. Overnight delivery that 
has been commonplace during re- 
cent years has been replaced by 
delayed shipping promises that 
are reflecting in many operating 
schedules at this time, and there 
is likely to be but little improve- 
ment in this phase of the situation 
until the new year is under way.” 
* * * 


Railroad freight traffic moved 
up again in the October 17 week to 
establish its fifth consecutive six- 
year peak. The volume reached 826,- 
155 cars, which was 12.8 per cent 
greater than a year ago, and came 
within 11 per cent of equaling the 
corresponding week in 1930. It must 
be remembered that these gains do 
not include the rapidly increasing 
tonnages moved by truck, also that 
cars are now loaded more heavily 
than in 1930. Probably the total 
freight movement for the country, if 
it could be tabulated, would be 
found not far short of even the 1929 
tonnage. Certain it is that the lead- 
ing railroad carriers are now back 
on a profit basis, as a result of their 
gains in both freight and passenger 


hauls. 
* * * 


Private industry added more 
than 355,000 workers to its pay rolls 
during September and handed out 
pay checks totaling $2,500,000 per 
week more than in August, accord- 
ing to announcement by the U. S. 
Department of Labor. This was the 
sixth successive month of employ- 
ment betterment. At the end of Sep- 
tember 1,000,000 more workers were 
said to be on industrial pay rolls 
than a year ago, and their combined 
earnings were up $32,000,000 per 
week. Approximately 6,000,000 more 
people are now at work in all types 
of regular employment, other than 
agriculture, than at the low point of 
1933. 


* + 


Construction permits in forty- 
four states in the first nine months 
of 1936 reached a value volume of 


$2,212,635,000, compared with §$1,- 
285,756,000 in the similar 1935 peri- 
od, a gain exceeding 90 per cent, 
according to the secretary of the Na- 
tional Association of Building Trades 
Employers. The Department of Labor 
finds that building volume in Sep- 
tember, measured by permits issued 
in 1455 cities, showed an increase of 
54 per cent over the same month 
last year, but a natural seasonal 
drop of 12.6 per cent below August. 
* * * 

Bank clearings in twenty-two 
leading cities in the week ended 
October 21 increased more than a 
billion dollars over the preceding 
five-day week and stood 6.5 per cent 
above the corresponding 1935 period, 
according to Dun’s weekly report. 
This gain was made in the face of 
a small drop in New York clearings. 
It is interesting to learn that banks 
which for years have maintained 
large Christmas saving departments 
estimate that funds accumulated for 
this Christmas spending will be 10 


to 14 per cent higher than last year. 


It is therefore figured that about 
$350,000,000 will be distributed by 
clubs throughout the country, and 
usually about 42 per cent of such 
savings are actually expended in 
holiday buying. 

* * * 

A marked increase in the con- 
sumption of products made from 
copper and its alloys during the first 
nine months of 1936 was recently 
reported by the Copper & Brass Re- 
search Association. “Present indica- 
tions point to the tonnage for 1937 
exceeding that of the present year 
by most consuming industries,” says 
F. S. Chase, president of the associa- 
tion, who pointed out that, “The 
largest tonnage of copper is, of 
course, used in the electrical field. 
The mileage of rural lines being 
built this year will more than double 
that of 1935. Not only is this ex- 
pansion consuming large amounts of 
copper for transmission lines, but 
the sale of all electrical appliances 
such as vacuum cleaners, electric 
irons and other labor saving devices 
exceeds that of any year since the 
depression was first felt.” 

+ 2 


Up to October 3 the Federal 
Housing Administration had insured 
1,199,052 modernization and repair 
notes amounting to $445,991,684. 
This money—all private capital— 
was used to repair, improve or mod- 
ernize homes, stores, factories or 
other structures. 
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Only 10 SECONDS To Change 


GARDEX 
CULTIVATOR wee 


What a sensation! This New ‘‘7 in 1” Culti- 


vator is being talked about from coast to ° 

coast. Just S hink !—by a simple twist of 7 Tools in One 
Wing Screw, one can change to 1, 2, 3, 4 or 

5 prongs in 10 Seconds. A child can make e 


change by hand—no nuts or bolts. No wrench 
needed. Gardeners know what this means. three tee 


WILL OUTSELL ALL OTHERS ce 
Gardex ‘‘7 in 1" Cultivator has only 4 removable parts. 
Compare this to the old style with 17 parts. Will they re Lee 


ers will stock and display the complete Gardex Line. 
Gardex Tools mean store traffic—new customers—bigger 
sales and profits. Get the facts—write today! 


GAR DEX"... 0u1c0n G7 
YEARS AHEAD iw casy spreavinc: 


Nothing yet developed in wood 
pastes compares in these impor- 


tant features with the amazing 


NEW IMPROVED 


outsell all others? There’s only one answer. Wise deal- 





















Nor in its remarkable 
freedom from the pro- — 
nounced shrinkage so 
common with ordinary 
woodpaste. Contains § 
no nitrocellulose. Abso- 
lutely waterproof. 
Sands, planes — takes 
all finishes. 10c to 
7Sc and larger. Steady 
repeats — order from 
your jobber NOW. 


SHEFFIELD BRONZE POWDER & STENCIL CO., Inc. 
Gls 3000 Woodhill Road, Cleveland, bio 


INCREASE YOUR 
CHAIN PROFITS 


through the HODELL 
SILENT SALESMAN. 
It attractively displays an 

assortment of welded and 
weldless coil chains on reels to 
your best advantage. 





Jobbers—write or 
wire for discounts 













PROOF COIL 





LIBERTY Coli 





Couanraea> 
BBB GRADE COIL 







Write today for complete details TWIST LINK COIL 


THE HODELL CHAIN COMPANY 


3934 Cooper Ave., Cleveland, Ohio 





Cnaraaraea 
BB GRADE COIL 
SILENT SALESMAN 






















Place your order for TRUMAID Fly 
Nets with your jobber now! Avoid the 
price increase that may come later. 


The wide- 
spread in- 
crease in the 
use of horses 


wil boost the (chara 


cm 
inn UY 


ALGOMA NET CO. 


ALGOMA, WIS. 








A_ PRACTICAL GIFT 


ADVERTISED 








at a POPULAR PRICE 





#(Q) NUT MEAT CHOPPER 


can now be featured at 


Uniform 


—IN COLORS— 


50? RETAIL 


Ask Your Jobber 








METWOOD MANUFACTURING CO. °fex” 3 Bir” 
Rockford a Ilinois 











An Ideal Gift 
at Low Cost! 


One that every sportsman, Boy 
Scout and lover of the out-of- 
doors will appreciate. 


Marble’s Water-proof 
Match Box and Compass 
Two useful articles put 
up in attractive case. 
Meets the demand for a dh 2 
practical, personal gift wy CRetail 
at low cost. 







Be sure to stock this set 
for your Holiday Trade 


MARBLE ARMS & MFG. C€O., incite Date Avene 








7 
Genuinely 
Friendly 


@ In CLeveLANnp it’s THE HOLLENDEN 
@ In Cotumsus it’s THe NEIL HOUSE 
@ In AKRON it’s THE MAYFLOWER 
@ In Toxepo it’s THe NEW SECOR 
@ In Dayton it’s THe BILTMORE 
@ For Your Winter Vacation :— 
@ In Miami Beacu it’s THE FLEETWOOD 


















Genuine Fish and 
Sandvik Hook Brand 





WS and 


Together with the 
OBERG FILES 
combine the neces- 
sary features of 
durability and fast 
cutting. 

From Your Jobber or Write: 


SANDVIK SAW & TOOL CORPORATION 


47 Warren Street 740 Washington Ave. North 
New York, N. Y. Minneapolis, Minn. 
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Here are 32 More Answers to the Question: 


“WHO MAKES 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
Itt” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
eof their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. When writing te 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section or 


IrHaca, N. Y.: Advise who makes 


the Keystone food cutter—C. J. 


Rumsey & Co. 
ANSWER: Colebrookdale Iron 
Co., Boyertown, Pa. 


.- = ] 


Decatur, Inp.: Provide the name 
of the maker of the Edwards No. 
313, 220 volt, signaling horn for use 
in factories—The Schafer Co. 

ANSWER: Edwards & Co., Inc., 
140th and Exterior Sts., New York 
City. 


* * * 
Summit, Muiss.: Who makes 
buckles for women’s and men’s 


belts?—Joseph F. Schluter. 

ANSWER: The G. E. Prentice 
Mfg. Co., New Britain, Conn.; North 
& Judd Mfg. Co., New Britain, 
Conn.; The Hollander Bros. Co., 
Bridgeport, Conn.; Waterbury 
Buckle Co., 862 S. Main St., Water- 
bury, Conn., and Waterbury Button 
& Mfg. Co., Waterbury, Conn. 


* + 


AsHEVILLE, N. C.: What is the ad- 
dress of the manufacturer of Cling- 
Surface belt dressing? — Morris 
Austin Co. 

ANSWER: Cling-Surface Co., 
1016 Niagara St., Buffalo, N. Y. 


. 2 = 


Daytona Beacu, Fia.: Who 
makes papier mache upholstering 


buttons and Oxford metal polish?— 
Dunn Bros. Hardware Co. 

ANSWER: Upholstering buttons 
—Morley Button Mfg. Co., 865 
Islington St., Portsmouth, N. H.; 
American Button Co., Champenney 
Terrace, Rochester, N. Y., and Art 
In Buttons, Inc., 10 Champenney 
Terrace, Rochester, N. Y. Oxford 
metal polish—Crowell Chemical Co., 
E. Rutherford, N. J. 


* + 


DanvILLe, Va.: Where can we ob- 
tain Albra brushes? — Danville 
Hardware Co. 

ANSWER: Braun Brush Co., 8835 
78th St., Woodhaven, Long Island, 
m ¥ 


iz = 


ARLINGTON, Tex.: Who are the 
makers of: carbon rods for small 
electric welders; transformers for 
reducing 110 volt current to 6 volts 
and ¥% inch brass tubing?—Heath 
Hardware Co. 

ANSWER: Welding carbon—Na- 
tional Carbon Co., P.O. Box 6087, 
Cleveland, Ohio; Stackpole Carbon 
Co., Stackpole Bldg., St. Mary’s, Pa., 
and Indianapolis Switch & Frog Co., 
Springfield, Ohio. 110 to 6-volt 
transformers — Connecticut Tele- 
phone & Electric Corp., 100 Brit- 
tania St., Meriden, Conn.; Standard 
Transformer Co., Warren, Ohio, and 
Jefferson Electric Co., 1935 Tre- 
ganza St., Bellwood, Ill. Brass tub- 


ing—Bridgeport Brass Co., Bridge- 
port, Conn.; American Brass Co., 
Waterbury, Conn., and Chase Brass 
& Copper Co., Inc., 1936 Rodney St., 
Waterbury, Conn. 


7. 2. 


Octessy, Itt.: Send address of 
the manufacturer of the Vesta coal 
range.—Oglesby Hardware Co. 

ANSWER: Avondale Stove & 
Foundry Co., Birmingham, Ala. 


~ & & 


Borpentown, N. J.: What is the 
address of the manufacturer of Unex 
adjustable holders for holding glass 
baking dishes, etc,?,— George A. 
App. 

ANSWER: Handy Products Co., 
302 Broadway, New York City. 


eo &. @ 


Ausurn, N. Y.: Where can we 
obtain powdered glass for grinding 
valves ?—Woodruff & Murphy. 

ANSWER: Wells Glass Co., Ko- 
komo, Ind., and American Cyanamid 
& Chemical Corp., 30 Rockefeller 
Plaza, New York City. 


. 2.9 


Marron, Oun10: Who makes swivel 
wheels equipped with 3 in. pneu- 
matic rubber tires not exceeding 14 
in. in diameter?—-H. O. Crawbaugh 
Hardware. 

ANSWER: Musselman Products 
Co., 6242 St. Clair Ave., Cleveland, 
Ohio. 

* * # 

Osat, Catir.: What is the address 
of the manufacturer of the Evans 
Trig-A-Lite cigarette lighter?— 
Hickey Bros. Co., Inc. 

ANSWER: Evans Case Co., N. 
Attleboro, Mass. 


oe oe 


Rosette, N. J.: Provide the ad- 
dresses of manufacturers of dry 
moss as used in flower pots for arti- 
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ficial flowers. — Roselle Hardware 


ANSWER: Paxson Mfg. Co., 1026 
N. 3rd St., Philadelphia, Pa., and 
Borgwardt & Ernest Co., 1234 N. 
Paulina St., Chicago, Ill. 


* + * 


Jersey City, N. J.: Send us the 
names of several gas iron manufac- 
turers—George Rust Hardware. 

ANSWER: Colebrookdale Iron 
Co., Boyertown, Pa., and Beach-Russ 
Co., 54 Church St., New York City. 


* + 


New Orteans, La.: Who makes 
body boots or body waders as used 
in commercial fishing?-La Nasa 
Hardware Co., Inc. 

ANSWER: Hodgman Rubber Co., 
Framingham, Mass.; Buckingham & 
Hecht, San Francisco, Calif.; Con- 
verse Rubber Co., Malden, Mass., 
and United States Rubber Co., 1792 
Broadway, New York City. 


* + 


Carro, Itt.: Who makes Arrow 
brand aluminum ware? — Johnston 
Hardware Co. 

ANSWER: West Bend Aluminum 
Co., West Bend, Wis. 


* + 


GLOovVERSVILLE, N. Y.: Send us the 
name and address of the maker of 
the Havlin electric clock—E. L. 
Durkee & Co. 

ANSWER: Automatic Electrical 
Devices Co., 324 E. 3rd St., Cin- 
cinnati, Ohio. 


ee. & & 


St. Anne, ILt.: Where can we ob- 
tain the Lantz harpoon hay fork?— 
St. Anne Hardware Co. 

ANSWER: Lantz Mfg. Co., Val- 
paraiso, Ind. 
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BENNINGTON, VtT.: What company 
makes the Hold-E-Zee screw driver? 
—A. H. Winslow, Inc. 

ANSWER: Upson Bros., Inc., 
Rochester, N. Y. 


* #2 


TIvERTON, R. L: Provide the name 
and address of the manufacturer of 
Wonderpaste paint and varnish re- 
mover.—P. D. Humphrey Co. 

ANSWER: Wilson - Imperial Co., 
115 Chestnut St., Newark, N. J. 


ee... @ 


LawRENCE, Kan.: Who imports 
English Royal Dolton china?—F. 
W. Jaedicke Hardware Co. 

ANSWER: William F. Pitcairn 
Corp., 104 Fifth Ave., New York 
City. 

* *& * 

VANDERGRIFT, Pa.: What is the 
address of the Nye Tool & Machine 
Works?—Rogers Hardware. 

ANSWER: 4120 Fullerton Ave., 
Chicago, Ill. 


+. 2 *@ 


New Lonpon, Conn.: Furnish 
name and address of an importer of 
Japanese feathered jigs. — Gruskin 
Hardware Co. 

ANSWER: J. M. MacDonald Im- 
port Co., Inc., 230 Fifth Ave., New 
York City. 

* * * 

Cuicaco, Itt.: Who makes the 
Lonergan oil burning fireside heat- 
ers?—Dan Young & Co. 

ANSWER: Lonergan Mfg. Co., 
La Porte, Ind. 


, |} @ 


VinELAND, N. J.: Provide name 
and address of the manufacturer of 
cleavers bearing the trade name Fos- 
ter Bros.—Kotok Hardware Co. 

ANSWER: John Chatillon & Sons, 
85 Cliff St., New York City. 





Who 


OuI0: 
makes a hot water valve marked 
O E?—The Shaker Heights Hard- 
ware Co. 
ANSWER: Lewis F. Ostrander 
o> 2865 N. Lake St., Milwaukee, 
is. 


SHAKER HEIGHTs, 


* + 


East Norwatk, Conn.: Who 
makes the Van Coe mop wringer?— 
Frank Morrell. 

ANSWER: Robeson Rochester 
Corp., Rochester, N. Y. 


* + 


JouHnstown, Pa.: Furnish name 
and address of the manufacturer of 
Jim Dandy hatchets. — Overdorff 
Brothers. 

ANSWER: Kelly Axe & Tool 
Works of the American Fork & Hoe 
Co., Charleston, W. Va. 


ee 8 ¢€ 


Buriincton, Iowa: Who makes 
Kleen Rite cleaner? — Kaut & 
Kriechbaum Co. | 

ANSWER: System Products Co., 
541 E. 61st St., Chicago, Ill. 


* + 


Westwoop, N. J.: Provide name 
and address of the manufacturer of 
the Welworth window lock.—Volz 
Hardware Co. 

ANSWER: Seymour Products Co.., 
Seymour, Conn. 


a a 


FRANKLIN, Pa.: Who makes the 
Congress line of hunting clothes?— 
Franklin Hardware & Plumbing Co. 

ANSWER: Congress Shirt Co., 72 
Essex St., Boston, Mass. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent «a word, mini. 
mum 50 cents per insertion. 
All Other Classifications 
Set Selid, Maximum of 50 words. ~_ 


Each additional word............ 
All Capitals, Maximum of 50 words. ene 


Each additional word............ .06 
Allow Seven Words for Keyed Address 
Boxed Display Rates 

Coccccccecccccecccscoccoes $5.00 
Rech additional inch..........6++:. 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


¢ CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive insertions 
4 insertions, 10% off; 8 imsertions 15% off. 
Due to the special rate, these discounts de 
met apply on Positions Wanted Advertise- 
ments 


es _ — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_—~e— 
Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 


SALES REPRESENTATIVES WANTED 





SALES ACCOUNTS WANTED 





SALESMAN WANTED BY MANUFAC- 
TURER’S AGENT controlling several valuable 
accounts. Has warehouse and stocks in Boston. 
Permanent opening for experienced builders’ hard- 
ware man who can really seil. Also man for gen- 
eral hardware trade. New England territory. Do 
not take up our time unless you can sel], and have 
a clean record. Give full details and references 
first letter. Address Box C-310, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





BUSINESS OPPORTUNITIES 








OLD ESTABLISHED MANUFACTURER 
of a very well-known line of miners’ caps and 
supplies, has openings in all territories for sales- 
men calling on mining supply houses and jobbers. 
Write fully of your experiences, territory covered. 
References required. Address Box C-315, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURER NATIONALLY ADVER- 
TISED PRODUCT SELLING hardware, depart- 
ment stores, and stationery trade desires sales- 
man middle West, headquarters Chicago. Give 
age, full qualifications and past experience, also 
late photograph. Address Box C52, care of 
Harvware Ace, 239 W. 39th St., Y. City. 





To close estate, executors will dispose of 
excellent retail and builders’ hardware 
concern established 40 years. With or 
without real estate buildings. 
Address ALEXANDER SECLOW 
437 Broadway, Bayonne, N. J. 
Phone, Bayonne 3-5100 











nt 





SALES REPRESENTATIVES WANTED 











MANUFACTURER’S AGENT: 


Les Angoles manufacturer of gutetantine specialty, 
nationally advertised, selling te jewelry, hardware 
drug, chains and department stores, requires 
agent in each state. Live man can make 

monthly. State age, fines now carried, exact territory 
covered and how often. 


Address 
CUMMINGS, ADVERTISING 
714 W. Olympic Boulevard, Los Angeles 














WINDOW GLASS SALESMAN WANTED. 
EXPERIENCED. Good quality, low prices, ship- 
ment anywhere. Address—T. J. Atcheson Glass 
Company, Buffalo, N. Y. 


oft LesuEn D , S IRIN G PERMANENT 
—- ION WITH reliable corporation man- 
pee finest pit sellers, call on furniture, 
hardware, ——— stores, also jobbers, either 
whole or part ti Address— tmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SALESMEN WANTED FOR STATES of 
New York, New England, Western territories to 
sell complete line of ag a riced sporting goods 
such as baseball gloves, baseballs, bats, footballs, 
boxing gloves, basketballs, etc. May be carried 
as side line if desired, with allied line. Good 
Address Box C-304, 
39th St., N. Y. 








proposition. Commission. 
case of Hargpware Acz, 239 W. 
ity. 


SALES REPRESENTATIVES WANTED 

OR MY new low cost portable sanitary shower 
bath fixture for hot and cold water. No competi- 
tion. Nothing like it. Thoroughly tested. Highly 
endorsed. ‘Ge wide appeal. Will sell in 
large volume. Ideal for use when there is no 
running water. A real = maker. Write for 
particulars. Address S. Campbell, P . O. Box 
66, Lenoir City, es" 


1% 











SALESMEN NOW REGULARLY COVER- 
ING TERRITORY to handle our line of general 
purpose grinding wheels and sharpening stones as 
side line on commission basis. Highest ouiy 
merchandise priced right. Must have following 
with wholesale trade only. State territ and 
lines now handled ddress rich Grinding 
Wheel Co., 1500 W. Madison St., Chicago, Ill. 





SALESMEN CALLING REGULARLY ON 
HARDWARE jobbers, semi-jobbers and major 
dealers to sell our high quality line of grinding 
wheels and sharpening stones as side line on com- 
mission basis. Priced right with freight allow- 
ance. Full protection in territory. Bound to re- 

peat. Address Box C-311, care of HArpware AGE, 
339 W. 39th St., N. Y. City 


SALES ACCOUNTS WANTED 


WANTED FOR DETROIT, BUILDERS’ 
HARDWARE or other good line or article. Have 
been representing factories to the Detroit trade 
for past fifteen years. Address Box C-308, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 











SALESMAN COVERING Mass., Conn., and 
Rhode Island wishes to add commission lines suit- 
able for the hardware and department store trade. 
References and further information furnished on 
request. Address Box as care of HarpWARE 
Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURERS’ AGENT WITH HEAD- 
QUARTERS IN St. Louis, Mo., calling on job- 
bers and manufacturers desires additional lines. 
Can assure effective distribution for responsible 
manufacturers. Address Box C-282, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





EXPORT SALES PROMOTION MANAGER 
WITH own offices seeks additional lines from 
manufacturers desiring to establish export depart- 
ments; excellent references. Address Box C-305, 
oe of Harpware Acer, 239 W. 39th St., N. Y. 

ity. 


IOWA, KANSAS, NEBRASKA, MISSOURI 
—I am_ successfully selling jobbers of hardware, 
automotive supplies and electrical goods in above 
states. Intimate with buyers and executives. Can 
serve one additional manufacturer on commission 
basis. Twelve years’ experience in this territory. 
Address Box > 318, care of HArpware Ace, 239 
W. 39th St., N. Y. City 





NUFACTURERS’ REPRESENTATIVE 
COVERING CALIFORNIA, REGON and 
Washington wants established or new lines for 
Wholesale Hardware trade. Have been covering 
this territory for ten years and can a 
best of references. Correspondence invited. Ad- 
dress Box C-250, care of Harpware Acz, 359 
West 39th St., ‘New York City. 





FOR HAITI, WANTED LINES OF sstaple 
products, ship chandlery, supplies for carpenters, 
cabinet makers, plumbers, builders, painters, fish- 
ermen, machinists, coffin makers, carriage makers, 
farmers and related lines. Banking references 
will be furnished when ordering. Send literature, 
catalogs, trade prices. Address—Robert Bon- 
homme, 95 Rue du Quai, Port-au-Prince, Haiti, 
West Indies. 





MANUFACTURERS’ REPRESENTATIVE 
WITH JOBBER TRADE establi-hed for hard- 
ware and mill supply lines in six southwestern 
States, regularly covered, can give concentrated 
sales efforts and attention to an additional line for 
jobber distribution of same throughout the terri- 
tory. Highest types of references furnished. Ad- 
dress Box bs care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





MANUFACTURERS’ LINES WANTED FOR 
THE WHOLESALE AND LARGE RETAIL 
HARDWARE AND ELECTRICAL SUPPLY 
TRADE IN La ty OF ARKANSAS, MIS- 
STSSIPPI AND ALABAM 
ON oe BASIS. INTERESTED ONT Y 

2% KNOWN MANUFACTURERS 
6 


CORRE. 
SPONDENCE INVITFD. AD 
C-261, CARE OF HARDWARE a, 239 WEST 
39TH ST., NEW YORK CITY 





OSITIONS WANTED 








HARDWARE MAN 38 YEARS OF AGE 
seeks opportunity in sales department | of hardware 
manufacturer or jobber. Has 19 years’ experience; 
reliable references. Address Box oe care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





PMARDWARE MAN, EXPERTENCED IN 
THE FOLLOWING LINES: Mill, fa » con. 
tractors, cabinet makers’ supplies, builders’ hard- 
ware, transmission, mechanics’ tools, ete. Address 
Box C-264, care of Harpware Acez,'239 W. 39th 
&.,. WH. ¥.. City. 





EXPERIENCED MANUFACTURERS’ REP- 
RESENTATIVE WHO HAS been selling jobbers 
and chain store syndicates for over fifteen years 
in the Metropolitan District of New York can do 
justice to one more good line. Address Box C-313, 
ogee of Harpware Acz, 239 W. 39th St., N, Y. 

ity. 





BUILDERS’ HARDWARE EXECUTIVE 
WITH TWENTY _— experience in the manu- 
facture and sale of nationally-known line desires 
position either in -— or manufacturing where his 
training will of value. Address Box Ge 
ae of Harpware Acer, 239 W. 39th St., N. Y. 

ity 
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OSITIONS WANTEI 


POSITIONS WANTED 








Hardware Personnel 


Our files centain several hundred ex 
pang BE th employees in the hard- 


NO OHARGE ve, surLevens FOR THIS 


“ASSSEIA TED Rhos BhiteRT™ 





152 West 
«vise 7-1802, 1803 





WANTED—POSITION AS MANAGER OR 
inside salesman for some good hardware company. 
Have had 25 years’ experience; can furnish good 
reference and am an expert on general hardware 
and tools. Address Box C-307, care of HAxpwarE 
Ace, 239 W. 39th St., N. Y. City. 


POSITION WANTED AS SALESMAN, 20 
years’ experience, retail and wholesale. Thoroughly 
experienced in hardware, mill supplies, particularly 
mechanics’ tools. Desirous of making connections 
with a reliable firm, with opportunity for advance- 
ment. Address Box C- al care of HaRpwAre AGE, 
239 W. 39th St., N. Y. . City. 


DO YOU WANT REPRESENTATION IN 
New England? I have had ten years’ experience 
selling hardware and paint dealers, and desire a 
line that can be sold to this trade. References 
will be furnished to interested accounts. Address 
Box C-299, care of HArpwArE Ace, 239 W. 39th 
St., N. Y. City. 


MANAGER — HARDWARE, STOVES, 
ELECTRICAL Goops: allied lines, buyer, sel- 
ler, advertising office, all phases; grew up in busi- 
ness; thorough experience. Thirty- three years old, 
married. Penna. or Southwestern United States. 
Employed. Good reason for desiring change. Ref- 
erences. Address Box C-284, care of HARDWARE 
Acz, 239 W. 39th St., N. Y. City. 











EXPERIENCED ESTIMATOR AND SUPT., 
plumbing, steam and water heating with some 
knowledge hot air, desires change. Practical man, 
capable and temperate. Will contract with good 
hardware firm who operate or want to engage 
in that line. Address Box C-301, care of HaArp- 
warE AGE, 239 W. 39th St., N. Y. City. 





SALESMAN, 25 YEARS’ EXPERIENCE 
HARDWARE and mill supplies, covering the 
hardware jobbers, dealers and industrial plants 
in Mass., New York City, and New Jersey. Last 
15 years traveled for two of the best saw manu- 
facturers known to the trade. Have a car and 
will travel anywhere. Address Box C-302, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN WITH 17 YEARS’ EXPERI- 
ENCE in successfully selling architects, engineers, 
contractors and material dealers throughout Penn- 
sylvania, New Jersey, Delaware and Maryland, 
desires position with reputable manufacturer. Mar- 
ried, have family. Salary basis. Best of refer- 
ences. Address Box C-306, care of Harpware 
AcE, 239 W. 39th St., N. Y. City. 





EXECUTIVE, ACCOUNTANT 
MANAGER available: future in 
present connection limited. Past record of 13 
years, beyond question, nine years in present 
position for leading wholesale hardware concern; 

handling credits, collections, specializing in the 
legal angles of credits, general accounting- -corre- 
spondence. Thoroughly experienced in Maritime 
and State lien laws. Efficient systematizer and 
office manager assuming large responsibilities. 
Pace Institute of Accounting and Business Ad- 

ministration graduate. Age 33, Christian, Amer- 
ican whose business and character affiliations can 
stand rigid investigations. Address Box — 
-_ of Harpware AcE, 239 W. 39th St., 1 
ity. 


CREDIT 
AND OFFICE 








YOUNG MAN, FIVE YEARS’ EXPERI- 
ENCE in factory, mill supplies and hardware; 
shipping and stock clerk. Willing worker; seeking 
position in firm with opportunity for advancement, 
Well acquainted with Metropolitan and Brooklyn 
areas. Position in either borough sati er: 
Address Box C-309, care of HArpware Acer, 2 
W. 39th St., N.Y. City. 





YOUNG LADY, WELL EDUCATED, CON- 
SCIENTIOUS and diligent worker, seeks con- 
nection in New York City. Held one position for 15 
years as price clerk with wholesale hardware, house- 
furnishings, and electrical jobber in charge of 
billing department, issuing of credits—efficient 
comptometer operator. Experienced in compiling 
catalogs. Address Box C-300, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secordary. Free to go anywhere. Middle 
West or South preferred. Address Box C-242, 
ye of Harpware AGE, 239 W. 39th St., N. Y. 

ity. 





YOUNG INDUSTRIOUS, HONEST, HARD- 
WARE MAN seeks position in wholesale or re- 
tail organization. Experienced in hardware, house- 
furnishing, sporting goods, electrical and plumbing 
lines. Has knowledge of window trimming, show 
card work, interior display and selling specialty 
goods. Can do locksmithing and repair work. 
Capable of managing store. Prefers metropolitan 
area. Address Box C-317, care of HARDWARE 
Ace, 239 W. 39th St.. N. Y. City. 








Five manufacturers who advertised for sales 
representatives received 130, 
98 replies respectively from alert manufac- 
turers’ representatives. Four men advertising 
for positions received 15, 9, 
jobs. Four sales representatives who advertised 
for additional lines found that 66, 51, 32 and 
23 manufacturers were interested in their 


It’s the Best “Reply Catcher” on the Market 





THE old adage that the public will beat a path to your door if you make 
the best mouse trap holds good in publishing as well as in manufacturing. 


The Classified Section of HARDWARE AGE 
is the best “Reply Catcher” in the trade. The 
keyed classified advertisements alone in the 20 
issues of HARDWARE AGE this year pulled 
2908 replies from interested hardware men. 


121, 120, 105 and 


8 and 6 offers of 


qualifications. Three merchants, who decided 
to sell, advertised their stores and received 14, 
8 and 6 offers respectively from prospective 
buyers. These are but some of the many in- 
stances where hardware, men have found the 
Classified Section a profitable help in making 
their business wants known. 


Year after year HARDWARE AGE has 
maintained the largest Classified Opportunities 
Section of any publication serving the hard- 
ware trade. It has also published more display 
advertising. There must be a reason for this 





leadershi 


You'll find the Classified Section a ready help in making your business 
wants known to the hardware trade. 


Use it. 





HARDWARE AGE 


Classified Opportunities Section 


239 West 39th St., New York, N. Y. 


There is—and it all narrows 
down to “making the best mouse trap.” 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 





A 


A. & F. Products 
Abrasive Products, Inc. 
Ackerman-Steffan & Co. 
Bae Cb, sccsccccccsccce — 
Albion Mfg. Co. 
Algoma Net Co., Inc. 
Allen Mfg. Co., W. D......... 
Aluminum Goods Mfg. Co...... 
American Brass Goods Co. 
American x - e Company (U.S. 
Steel Cor ubsidiary) 
American Chain Co., Inc. 
American Fork & Hoe Co. 
American Grease Stick Co..... 
American Safety Razor Co. 
American Steel & Wire Co. 
(U. S. Steel Corp. Subsidi- 
ary) 
American Weekly, The 
American Wire Fabrics CM aes 
Ames Baldwin Wyoming Co. .. 
Animal Trap of America. 
Arcade Mfg. Co. 
Archer, Daniels, Midland Co.. 
Armstrong, Bray & Co. ........ = 
Armstrong Bros. Tool Co....... 
Armstrong Mfg. Co. .......... 
Atkins & Co., E. C. 
Atlas Tack Corp. 


eee eee aeeeee 


Baker Brush Co. 
Barrett Company, The 
Bassick Company, The 
Bemis 1 

Bethlehem Steel Company 
Bissell Carpet Sweeper Co. 
Blaisdell Pencil Co. 
Blake & Johnson Co. 
Bommer Spring Hinge Co..... 
Bond Electric Corp. 
Boston Varnish Company 
Boston Woven Hese & Rubber 


Cr. 

Boyle Co., The A. ‘. aah dadee'es 
Briddell Inc., Chas. 
Bridgeport — Co., Inc. 
Briggs & Stratton Corp. 
Bristol-Myers Co. ........+++0s 
Brown Corp., R 

Brush-Nu Co. 
Buckeye Aluminum Co., 
Burden Iron Co. 


Ce Gs BD 60 6cndesaccces 
Calbar Paint & Varnish Co. .. 
Canadian Bridge Company, Ltd. 
wal S. Steel Corp. ubsidi- 
WD cttsarbhénisnessescns cs 
Capewell Mfg. Co., The 
Car Products Co. 
Carborundum Co., The ........ 
Carnegie-Illinois Steel Corp. 
pao Steel Corp. Subsidi- 
Chain Products Co., The 
Cheney Hammer Corp., Henry — 
Chicago Lock Co. ..ccccccccee 
Chicago Rawhide Mfg. Co. 
Chicago Roller Skate Co. 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. 
Chisholm-Ryder Co., Inc. 
a eee 
Clark Bros. Bolt Co........... -- 
Clarke Sanding Machine Co. .... 
Clayton & Lambert Mfg. Co. .... 
Clemson Bros., Inc. 
Cleveland Chain & Mfg. Co. ... 
Cleveland Welding Co. 
Cleveland Wire Spring Co., The — 
Ry SE BOR. wedhas bce siceds — 
Coburn Trolley Track Co....... — 
Coleman Lamp & Stove Co., The 
Columbia Steel Co. (U. S. Steel 
Corp Subsidiary) .......... — 
Columbian Rope 
Columbian Vise Mfg. Oh eeaaes 
Commercial Factors Corp. ...... 
Conco pe Works .... 
Continental Screw 
Continental Steel arp. 
> T- . “) 2 aaa 
Corbin Cabinet Lock Co. 
Corbin Screw Corp., The 
Coughlan Co., G. ‘ 
Cross & Co., Ine. * |. _e 
Cyclone Fence Co. Wo. S. Steel 
Corp. Subsidiary) 


D 


Dazey Churn & Mfg. Co. e 
De Laval *. Co., The.... 8 
Delta Mfg. PE cedheaedes 16 





DeWitt Operated Hotels ...... 
Dietz Co., R. E. 
Disston & Sons, Inc., Hen 
Dixon Crucible Co., ‘ioan.. 
Domes of Silence 
a Sanders 
i Corp., The 
Du Pont Nemours & Co., 
rere 


eee eeeeeeees 
steerer eeee 


see eee ensee 


Eagle Lock Co. 
eee BE GR sccccccseccse 
Easy Washing Mach. Corp. .... 
Eclipse Machine Co. 
Edlund > 
Elastic Tip Co. 
Enterprise a Co., 
Etel Rope Clam 

Everedy Co., = 


eee were eee eeees 


Farm Journal 
Faultiess Caster Corp. 
Federal Fem mag, Ah | and 
Dock Company, S. 
Corp. Soeaty 
Fidelity Felt Co. 
— Stove & Furnace Lining 


Prac 
Steel 


a eee eee eee renee nn eeeeee 


Fitler Co., The Edwin H....... 
Flexible Steel Lacing Co....... 
Florence Stove 
Foley Mfg. Co. 
Fox ays Div. of Savage Arms 


eee e ween ewe neeeees 


Cor 
Foy Paint Co. 
Frantz Mfg. Co. 
Frick- Gallagher Mfg. Co., The 
Frigidaire Corp. 


Gardex, Inc. 
Gardiner Metal Co. 
Gardner-Denver Co. 
General Electric Co., Bridgeport, 
Conn., Hotpoint Appliances. . 
General Electric Co., G. E. Re- 
frigerator Div. 
General Electric Co., 
Refrigerator Div. 
General Electric Co., Nela Park, 
Cleveland, Ohio, Sr repvees & 
Merchandise Dep 
General Electric Ce. , Nela Park, 
Cleveland, Ohio 
General Electric Co., Motors and 
Water Systems 
Giant Grip Mfg. Co. 
Gibson Good Tools, Inc. 
Gilbert & Bennett Mfg. Co., 
Gillette Rubber Co. 
Glidden Company, The 
Goldsmith Sons, Inc., The P... 
Graham Mfg. Co. 
Grandinetti Mfg. Co. 
Gray & Dudley 
Greenfield Tap. £ Die Corp.. 
Greenlee Tool 
Griffin Mfg. -.. EEE Pea 
Griswold Mfg. Co. 
Gulf Refining Company 


H 
Hamilton Beach Co. 


Hanover Wire Cloth Co....... 
2 8 Hdw. & Mfg. Co., Inc. 


Hawkins Company, T 
Hazard Insulated Wire Works 
Heller Brothers Co. 
Heller & Co., W. C 
Hindley Mfg. Co. 
Hodell Chain Co. 
Hoppe, Inc., Frank A. 
Horton Manufacturing Company 
Hotels, DeWitt Operated...... 
Hoyt & Worthen Tanning Corp. 
Hustler Corporation 


I 


Imperial Bit & Snap Co....... 
Independent % ee 
Indiana Steel & Wire Co...... 
Ingersoll Steel & Disc Co....... 
International Harvester Co. of 

America, Inc. 
Irwin Auger Bit Company, The 


J 


7 Motor Co., Iron Horse 


Johnston Paint Co., The R. ¥.... 
Jones & a in Steel a. 
Tustrite Mfg. Co. 


.110- 128 
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eeeeee 
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Keuffel & Esser Co. ..... 
Keystone Steel & Wire Co. 
Klein & Sons, M 


Laclede Steel Co. 


Libbey-Owens-Ford Glass Co.. 





eee 


—~ Schlueter Floor Machine 


Reteeenn — Mfg. Co... 


Lovell Mfg 
Lowe Bros. Co., The 
Lufkin Rule Co., 


M 


McKay Company, The 
McKinney Mfg. Co. 


Marsh Co., 
Martin-Senour a 
Master Lock C 


Maydole Tool Pee r David.... 
MOM o0 


Metal Sponge Sales 
Metwood M te. Co. 

Mid-States = & 
Milcor Steel 
Miller, Inc., 
Millers Falls Co 


wees eeeee 


Minnesota Mining & Mfg. Co... 
Monark Silver King, Inc.... 


Moore Push Pin Co. 


pore 


Marble Arms & Mfg. Co. oe 
G. aes 


eeeeeeee 


Wire Co... 


eeeeees 


ite 121 


Morse Twist Drill & Machine 


sete ete eeeeeeseeeees 


Co. 
Motor Wheel Corp., mee Div. 


Muralo Co., Inc., The ....... 07 
Murphy’s Sons Co., Robert... 127 
Marrag-Obe CR cccccscicc. 23-24 
Myers & Bro. Co., The F. E... 10 
N 
National Carbon Co., Inc... 112-118 
National Cash Register Co., The — 
National Lead Company ...... -- 
ee eer 4 


National Tube Co. (U. S. Steel 


Corp. Subsidiary) 
Nicholson File Co. 


Noma Electric Corp. .........-- 21 
Norcross & Sons, C. S. ...... 96 
North American 7 The.. _ 
North SS OS eee -- 
Northwestern Barb Wire Co..... — 
oO 
Ohlen-Bishop Co., The ........ — 

Oil Well Supply Company (U. S. 
Steel Corp. Subsidiary) — 
CE GR, BOP <ccicccccccecss -- 
Osborn Mfg. Co., The ........ 127 
P 
Palatine Industrial Co., Inc. _- 
Patent Novelty Co., The........ -- 
Peck, Stow & Wilcox Co., The — 
Pecora Paint Co., Inc. ....... -- 
Perfection Mfg. Co., The...... -—— 
Perfection Stove Co. .......... ~~ 
Peet BE, CR. 6scnccccscss — 
Pittsburgh Plate Glass Co. 
OS ere 15 
Pittsburgh Plate Glass Co. 
SS 8 errr 127 
Pittsburgh Plate Glass Co. 
(Pennvernon Div.) ......... — 
Pittsburgh late Glass Co. 
CSS OO aaa oe “= 
Pittsburgh Steel Co. .......... _ 
Plastio W0d .ccccccccccsccce -- 
Plumb, Inc., Fayette R........ ~- 
Plymouth Cordage Co. ........- = 
Plymouth Rubber Co., Inc. .... — 
Premax Sales Div. of Chisholm- 
TS eee 15 
Progressive Mfg. Co., The..... — 
Protection Products Mfg. Co.. — 
R 
Railway Express Agency, Inc.. 106 
Raybestos-} Meabatien, Inc. 
(Raybestos Div.) .......... _— 
DE OE dkc editor ees _ 
Mente Cai, BOO sdacecsccsc —_ 
Reflector Hardware Corp. — 
PTE CO. ciciseccicsccccs 117 
Republic Steel Corp. Agricul- 
CE GU. 42 ncbinsc04dceers = 
Republic ‘Steel Corp. (Upson 
[3 ee 6 
Reynolds Wire a aa _ 
Rich Pump & Ladder Co., The — 
Richards-Wilcox Mfg. Co. .... — 
Ridse Teal Ce, Te .vccccecss -- 
Robertson, Arthur R. ......... 120 
Rochester Sash Balance Co. a. — 


Rogers Isinglass & Glue On... 








Ss 


Samson Cordage Works 
Sandvik Saw & Tool Corp...... 
Sapolin, Inc. ..ccccccccccccces 
Savage Arms Co: 
Saylor-Beall Mfg. Co. 

Schaible Foundry & Brass Works 


S 
Schatz BE, BAR. anc csccescess 
Schollhorn Co., The Wm. 
Schroeder & Tremayne, Inc.. 
Seiberling Latex Products Ca. 
Scully Steel Products Company 
= S. Steel Corp. — 
Shapleigh Hardware Co. 
Sheffield Suse a & ond 
cil Co., Inc. ...... 
Shelby Cycle Co., The . epeekee 
Sherman Mfg. Co., & ae 
Sherwin-Williams Co. 
Signal Elec. Mfg. Co. .......- 1 
Silver Lake 4 1 
Simplex wt 
7. 





eeeseee 


sere eeeeeeee 
Peewee eres sess eseeeeee 


South’ Bend Lathe Works...... 
Standard Fence Co. (U. S. Steel 
Corp. Subsidiary) 
Standard Tool Co., 
Stanley Rule & Level Past... 
Stanley Works, The 
Star Heel Plate Co.......++---+ 
Stearns & Co., E 
Stevens Arms Co., J.....++.-+> 
~— Tron Works Ca Inc., 


ss eeeereee 


= 


Taylor Instrument Companies. . 
Tennessee Coal, Iron & R. R. 
€o. (U. S. Steel Corp. Sub- 
sidiary) 
Tennessee Corp. 
Thompson & Son 
Henry G. 
Three-i id -One Oil 
Boyle Co., Inc.) 
Tilette Cement Co., Inc. 
Trico Fuse Mfg. 
Tubular Rivet & Stud Piicceees 
Turner Brass Works, The .... 1 


U 


Uniflow Mfg. Co. 
Union Fork and Hoe Co.. 
Union Hardware Co. ve 
— States Electric Mfg. 
. $. Rubber Co. 

S. Steel Corp. “Subsidiaries. . 
Unieea States Steel Products Co. 

pal S. Steel Corp. Subsidi- 
Univesed Atlas Cement Company 

bo S. Steel Corp. Subsidi- 


eee eeee reese eeeeeeee 








were ewer eeeesese 


Valentine & Co. .....-+2+++5- 
Vaughan Novelty Mfg. Co., Inc. 
Vaughan & <7 Mfg. Co. 
Vichek Tool Co., 


Ward Mfg. Co. 
Watson-Standard Co. 
West Bend ae ee Co. 
Western Cartri Co. 
Western Clock Co. .......--- 
Westfield Mfg. Co. The 
Westinghouse Electric Mfg. Co., 

Refrigerator Div. 
—— Electrical 


eee eeeeeeese 


_ 
~o 


17 


Instrument 
Wickwire Brothers 
Wickwire Spencer Steel Co.. 
Winchester Repeating a Co. 
Wood Shovel & seg 
Woodruff & Sons, F. 
Wooster Brush Co. 
Worthington Co., The Geo.. 
Wright Products Mfg. Co.. 
Wright Steel & Wire Co., G. F. 


x 


Pll ol Bl IS 


| 


X-Ring Products 


Yale & Towne Mfg. Co.........- 3 
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The SIGN of SECURITY 
in DEALER PROFITS 
and CUSTOMER 
SATISFACTION 


Makers of fine Padlocks, Night 
Latches, Door Closers, Key Blanks 
and Key Cutting Machines. 
INDEPENDENT 
LOCK COMPANY 
Fitchburg, Mass., U.S.A. 
Branches in all principal cities 


TD 


The Symbol 
of Supreme 
Lock 


Protection 






LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 


O. K. 

































W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 












" 2SB0R™ * 
BRUSHES 


mean more profit from your brush counter. 


Ask your jobber. 
JHE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue Cleveland, Ohio 


S Sales Offices: New York-Detroit-Chicago-San Francisee a 


ROE ING KNIVES 


Made by 





2 ees y > 0, eee - long— 


HERE ARE MORE GOOD 
SELLERS. 


hoe Knives —- ene 
Plaster Knives 
Skiving Knives Kitchen Knives 


ubber ifnives Stencil Knives 


Mackerel Knives 
Cigar Knives Knives 
Pruning Knives Shirt Cutters, 
Paper Hangers’ Blades and 
Knives Handles 


Manual Training 


R. Murphy 












242” 


For 86 years the name R. MURPHY has 
been a guarantee of the finest quality in 
work knives. You will make fast friends 
of roofers and all mechanics if you sell the 
R. MURPHY line. 


Write for catalog and prices. 


ROBERT MURPHY’S SONS CO. 
Ayer, Mass. 




















PITTSBURGH PAINT PRODUCTS 


are the fastest selling line of paints in America be- 
cause they’re backed by the biggest selling idea in 
paint history — “One-Day Painting.” This, plus the 
Pittsburgh Time-Payment Plan, is giving Pittsburgh 
dealers their biggest season in years. 


Investigate! 





“7. { PITTSBURGH | Yj 
tne PLATE GLASS COMPANY / ad 
+ PAINT DIVISION, PITTSBURGH, PA # 
Makers of Walihide Paint « Waterspar Enamel and Varnish ¢ Florhide « 


Sun-Proof Paint * Gold Stripe Brushes * Polished Plate Glass » Pennvernon 
Window Glass ¢ Carrara Structural Glass * Mirrors » Duplate Safety Glass 





























Silve er Lake Sash Cc ord 


2ANTEED FOR 2 


————------ 
| VUBEHANKS 


NOVEMBER 5, 1936 


MOLDED RUBBER GOODS 


78.98? 














We stock a complete assortment of rubber 
tips and bumpers, and are equipped to mans- 
ing for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


facture most anyth’ 
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he ie Bey Betas op 
FLORENCE &. 
GARDNER, MASS. ching 
WEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 

















Bs STOVE ‘ca 


KANKAKEE, ILL. 
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STEVENS 


SHOTGUNS 


BUCKHORN .22 RIFLES 
* 
Send for Dealer Price List 
e 
J. STEVENS ARMS COMPANY 


Division of 
(9) SAVAGE ARMS CORPORATION 
77 Dept. L-16, CHICOPEE FALLS, MASS. 




















To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbi pany, Auburn, “Te Cordage City”, N_Y. 


Rope C 


WATERPROOFED - GUARANTEED 





It’s a sale builder 


Makes it easy to apply Microfyne Pow- 
dered Graphite, lubricant extraordi- 
nary, that will not burn, gum or drip. 
Proof against acids, alkalies, brine. 
Thousands of uses. 

Write for proposition 


JOSEPH DIXON CRUCIBLE CO. 
Dept. CG-40 Jersey City, N. J. 





























Most imitated nozzle on 
the market — that’s the 
Boston Nozzle. Never 
/ equalled in quality. 
1 Simple. Substantial. 
Fastest seller anywhere. 
m™ Each Nozzle packed in 
| separate carton. 12 car- 
_ tons in full color 
lithographed dis- 

play packages. 


THE 
BOSTON 
NOZZLE 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 








MANY EXTRA DIMES FROM THIS 
New All-Melal Revolving Display Ghinet 


0. and is FREE! 


Advertising creates a steady demand 
for Moore Push-Pins, aluminum or 
glass headsand Moore Pushless Hangers. 


Our new Revolving Display Cabinet given 
absolutely free with 72 window front pack- 
ets... occupies only 6% square inches 
of counter space ... makes sale after sale. 
Get one from your jobber today... 
then watch the extra dimes build 
your daily volume. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 














Genuir°T\OMES & SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40S SET- 10% SET- 10% SET SAVE FURNITURE 

5 ® FLOORS-CREATE QUIET 
= Look for words DOMES of SILENCE 

“INSULATED- NOISELESS FOR TILE 


CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS, ETC. 


LARGE SIZE FOR METAL & WOOD BEDS 
Y LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 

















ALWAYS NEEDED! 
A List ef 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 
Useful for 
PERSONAL SALES CONTACTS 
Price $10.00 a Copy CREDIT DEPARTMENT 
Cheek with Order DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 
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LANTERN 
in Every Home - 
City, Suburban, 





SSeS 
te a I 
\i 


= 
SN 


Sn many a city and suburban home 
there is a Dietz Lantern stowed away 
somewhere—all ready for use. 


Perhaps this lantern is a bit dusty, but 
it has not deteriorated in the slightest 
and is ready to give light at a mo- 
ment's notice. While its owner may 
see it but seldom, he knows it is there 
because it has helped him out of a jam 
on numerous occasions when a fuse 
has blown out, when power lines have 
failed in violent storms, or perhaps 
during fire or flood. 


Country - 


The fact that in some communities 
public lighting fails but rarely only 
makes the darkness seem blacker and 
the household more helpless when the 
breakdown does come. 


So let's look a little’ beyond the REGU- 
LAR customers — whose occupation 
COMPELS them to use lanterns. Why 
not try to step up your sales and profit 
by featuring Dietz Lanterns this fall 
and winter for EVERYBODY — for 
every family, wherever they live, 
needs at least one for emergencies. 


R.E.DIETZ COMPANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1840. 
Output Distributed Through the Jobbing Trade ey We 
Do Not Sell Chain Stores, Catalog Houses or Syndicate Buyers. 


DIETZ LANTERNS 


NOVEMBER 5, 1936 











15 45~ SHAPLEIGH'S MET Y-THREE YEARS OF HONORABLE SERVICE-1936 








eo) 
Highest 
Grade 
Forged 
Steel 
Expertly 
Sharpened 
And 
Honed 
Ready 
For Use 











No. DES04 
PUTTY 


No. 4S519S 
POCKET KNIFE 








‘ 


Quatity Counts” 
MsK [HEUSER 
TRY 4 SAMPLE 





No. DE RAZOR BLADE 
“DIAMOND EDGE 18 A QUALITY PLEDGE” 


No. DE400 
BUTCHER 
KNIFE 








Old Style 
Full 
Quality 
Way 
By 
W orkmen 
oe) 
Many 
Years 


Experience 











Shapleigh National Series No. 1806 
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